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Wine & Health 


Wells Shoemaker, MD 


A Winegrower’s 
Candid Look 
at Alcoholism 


This column takes an objective look at alco- 
holism—one of the core issues exploited by 
the new Prohibitionist movement—as it 
may affect people working in the wine in- 
dustry. As rankling as the style of our critics 
may be, alcoholism is an occupational health 
concern of all thoughtful members of our 
industry. 


You can’t afford delays from 
unreliable equipment. And you can’t 


yield. 
Willmes presses have proven 


afford presses that lower your quality or 


reliability and get the most from every 


P.O. Box 750249 Petaluma, CA94975 (707) 765-6666 
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Dr. Wells Shoemaker, himself a winemaker, 
interviewed Dr. Michael Matteson, cur- 
rently Medical Director of the Alcohol and 
Drug Rehabilitation Program at Watson- 
ville (CA) Community Hospital. Dr. Mat- 
teson grows Chardonnay and Pinot noir in 
the Santa Cruz Mountains. His grapes 
have been vinified commercially since 1984. 

For many years, the popular American 
image of a winemaker was a giggling, round, 
red-nosed man who wore lederhosen and 
talked funny. Television viewers assumed 
this exuberant little fellow was tipsy. How 
could someone who worked around all that 
wine be anything else? 

Actually, most winemakers are skinny 
guys in blue shirts who insist upon meticu- 
lous hygiene, understand the Lotus program, 
drive forklifts adeptly, and spit out the wine 
they taste. Should they worry about the 
alcohol around them? 

PWV: Mike, how do you define 


alcoholism? 
MM: It is a disease which involves re- 


petitive and compulsive ingestion of al- 
cohol despite negative life consequences. 
Each of these words is important. Medi- 
cally, it is a disease as surely as diabetes 


We sell the least expe 
equipment in the wine industry. 


a 


~ grape dollar. They are the finest 
presses in the world today. 

Of course, you’re buying more 
than a machine. You’re buying Scott 
Labs’ service — 55 years of coming 
through in the crush. 


Canada East (416) 839-9463 


presses from Scott Labs aren’t only the 
best presses money can buy. 


or epilepsy. 

The aspect of compulsion is critical to 
the definition, as this separates patho- 
logical consumption from normal use. 
This is the factor that sooner or later 
leads the alcoholic into trouble. 

The negative consequences, of course, 
are what workers in the field empha- 
size. These include physical illness and 
injury, as well as legal, social, economic, 
and family damage. 

PWV: What do you mean by 
compulsion? 

MM: It’s an unbelievably strong drive 
to consume, even knowing in advance 
what's going to happen, even after re- 
peated negative reinforcement of the 
heaviest order—trauma, police, loss of 
job, loss of spouse, loss of self-esteem. 

PWV: How many people suffer from 
alcoholism? 

MM: We estimate about 10% of the 
American population at some point in 
their adult lives. Some may have severe 
problems as early as their teens, others 
not until very late in their lives. 

PWV: Does that mean there are differ- 


ent types of alcoholism? 
Continued on p. 6 
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Les Hospices de Beaune, Pine Ridge Winery 
and 2,250 winemakers can’t be wrong! 


PEDIA-KREYER has made over 2600 cellar 
installations in 2250 wineries around the world 
... from Burgundy to the Napa Valley ... from 
the Rhinegau to Upstate New York! 


Cellar and winemasters rely on these precision- 
crafted, state-of-the-art PEDIA-KREYER heat- 
ing and cooling systems to ensure precise 
control during all phases of fermentation, cold 
stabilization, and storage cycles: 


HEAT EXCHANGERS: Double tube in a coil 
design for heating or cooling, in SS portable 
cabinets. 


PEDIA 


KREYER 


D.E. PRESSURE-LEAF FILTERS: Complete 
with agitator dosing tank and pump. Very 
easily cleaned and inspected, and will not lose 
cake when pump stops. 


COOLING/HEATING single or multi-unit 
portable models cool or heat vats up 
to 21,000 gallons. 


ALSO: Temperature control refrigeration units; 
bottleneck freezers; and cryoextraction—a 
patented juice extraction process. 


PEDIA-KREYER sales, parts and service exclusively in 
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Continued from p. 3 


MM: Probably so, just like so many 
other diseases that we have learned 
about since science has been applied to 
medicine. 


PWV: Are there differences among dif- 
ferent groups of people? 

MM: Definitely. Probably the best 
example is the Italians, who have the 
highest per capita alcohol consumption 
—mostly wine—in the world, but a 
really low alcoholism rate of about 8%. 
The French, on the other hand, have a 
rate more like 18%. Scandinavians, the 
Irish, and American Indians also have 
a high incidence. Jews and some Asian 
people have extremely low rates of 
alcoholism. 


eacineamanoneu eine 


Inherited or Acquired? 

PWV: What might explain these 
differences? 

MM: The answer to that is complex. 
Heredity is one major influence. 

The wine on an Italian dinner table 
and the whiskey in a Dublin pub differ 
dramatically in style of consumption as 
well as in biochemical characteristics. 
There are tremendous social differences 
between, say, modern Israel and an 
American Indian reservation. 


PWV: Do we know what causes 
alcoholism? 

MM: There is definitely a genetic 
component, which has been demon- 
strated by all of the customary methods 
—adoption and twin studies, for exam- 


The Intelligent Choice 


PLC Controls: 
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¢ Simplicity 


Exclusively represented by: fp Packaging, Inc. P.O. Box 881, So. San Francisco, CA 94083 Tel. 415.742.5400 


Greatest Drain Area: 


¢ Better Free-Run Drain 
* More Efficient Press Cycle 


ple. Perhaps my most compelling ex- 
ample was a very young man with se- 
vere features of alcoholism. Five of his 
six immediate male relatives also were 
alcoholics with serious problems. 

A Swedish analysis of young men 
adopted at less than five days of age 
showed a tendency to alcoholism al- 
most independent of exposure to alco- 
holism in the home environment, but 
closely related to a history of alco- 
holism in the natural father. [See table. ] 


Another study looked at alcoholism in 
Jews, who have a low alcoholism rate in 
the first place. Individuals who adhered 
to strict orthodox practices had a lower 
rate than their less strict peers, presum- 
ably of identical genetic heritage. 


tins 


MARCH/APRIL 1989 
Adoptive Adoptive 
family family 
with non- with 
alcoholic alcoholic 
parent parent 
Non-alcoholic 10% 10% 
biological ofsons of sons 
father alcoholic — alcoholic 
Alcoholic 40% 40% 
biological of sons of sons 
father alcoholic —_ alcoholic 


It’s probably going to turn out to be an 
inborn error of metabolism, at least in 
some individuals, just like diabetes and 
all of the pediatric enzyme disorders. It 
shows variable penetrance [how regu- 
larly a genetic trait expresses itself], 
and stress may cause it to become 
manifest. 

PWV: Is there any biochemical evi- 
dence for this metabolic theory? 

MM: Yes and no. For example, you 
can find 2-butanediol in the urine of 
alcoholics after drinking, but not in 
non-alcoholics. Alcoholics are more 
likely to have certain abnormal liver 
functions and larger red blood cells. 
There certainly are differences in the 


see 
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amount of intoxication experienced 
with the same blood alcohol content: 
alcoholics have greater tolerance. There 
may also be some subtle electroenceph- 
alogram (EEG) differences. 

The problem is that some of these dif- 
ferences may have been caused by prior 
consumption, rather than the converse. 
It would be great to have a reliable test 
for children that would predict their 
future liability to alcoholism. It would 
be wonderful to be able to practice pre- 
ventively. We don't have it yet, but there's 
a lot of productive research going on 
right now. 

PWV: You mentioned stress. Can stress 
alone cause alcoholism? 

MM: A controversial topic. In my 
opinion, probably not. People make 
their own stress. It’s not the external 
forces, but the way we deal with them. 
Alcoholics deal with stress in a way 
that another person in the same situa- 
tion would not, by consuming alcohol. 

PWV: Can you summarize the relative 
contributions of heredity and 
environment? 

MM: Dr. Marc Schukit, one of the 
foremost researchers in the field, said, 


“It’s somewhere between 14 and 7% he- 
redity and % and *% environment.” 
There’s a lot to be learned. 


Wine and Beer and Spirits 

PWV: In your experience, how often is 
table wine the primary beverage abused 
by the alcoholic? 

MM: Practically never, or at least very 
rarely. More than half the alcoholics in 
my experience have used beer—some- 
times confounding quantities of it. 
Another 40% or so use spirits. 

People don’t seem to cross over very 
much—vodka drinkers don’t often pull 
corks or pop tops. After five years of 
work in this area, I recently met my 
first patient who used premium wine 
as his preferred beverage. 

Beer users tend to be younger, with 
better nutrition and fewer physical prob- 
lems. Spirits drinkers are older and 
sicker, with more liver and neurological 
problems. 


PWV: Why the differences? 

MM: Alcoholics just don’t tend to 
use their abused beverages only with 
meals. It’s a more compulsive pattern, 


and wine doesn't seem to fit into it for 
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some reason. Beyond that, fine wine is 
too expensive for most people to abuse. 
End-stage ‘skid row’ derelicts may use 
cheap wine, but they represent fewer 
than 5% of the alcoholics in America, 
and it seems to be a choice of beverage 
by economics, not a personal preference. 


Occupational Hazard? 

PWV: Is there a higher incidence of 
alcoholism in occupations where alcohol 
is an integral part of daily activities? 
Do we have more than our share of prob- 
lem drinkers? 

MM: I don’t think the answer is 
known, but excess risk is really not ob- 
vious. I believe we've only had one bar- 
tender in our therapy program. As I 
mentioned, my only patient, out of 
hundreds, who used premium wine as 
a beverage of abuse ran a restaurant. 
He typically consumed three bottles/day, 
usually his trade samples. 

So it’s certainly possible, but my guess 
is that people who are vulnerable to 
alcoholism get weeded out of the high- 
exposure occupations rather quickly. 
They really couldn't last too long, phy- 
sically, socially, or economically, if they 
abused a substance to which they had 
unlimited access. 

There may be an ethnic factor as well. 
The Italian families that established the 
American wine industry may have been 
a particularly fortunate group, relative 
to their cultural resistance to alcoholism. 


Red Flags 

PWV: What are some of the warning 
signs that those of us in the wine in- 
dustry should heed as an indicator of 
alcoholism? 

MM: It’s really no different for a wine- 
maker or lawyer, an accountant or an 
athlete. There are tangible and intan- 
gible early signs. 

First, I’d say anyone who has blackout 
episodes definitely should be concerned. 
These are events where one simply 
has a blank spot in the memory, while 
drinking, like “How did I get home last 
night?” 

Second, a family history of alcoholism 
most definitely raises a flag, just as a 
doctor is going to pay close attention to 
a complaint of chest pain in a man 
whose father died very young of a heart 
attack. 

Third is high tolerance. If you find 
yourself opening more bottles after 
your guests have finished drinking— 
watch out. 

Less tangible may be some of the neg- 
ative consequences, at least in the be- 


ginning: tension in your marriage, mis- 
takes in the areas you used to ace, loss 
of efficiency, increasing missed time 
from work, asking friends or your 
spouse to make excuses for you, con- 
cern or criticism from your boss or 
friends, and, clearly, a drunk driving 
arrest. 

Almost universally, early-on, alcoholics 
deny their problem—it’s an integral 
part of the disease, just like the stomach 
ache of ulcers. These are some of the 
familiar themes: “I’m drinking because 
of problems in my business.” “I can stop 
anytime.” “I don't have a problem.” But 
early in the course of the disease is 
when treament is most effective. 


What Can You Do? 

PWV: If someone is worried that his 
consumption is out of control, what 
can the person do? 

MM: It’s frequently not the individual 
who initiates contact—it’s the people 
around him or her. 

First, one needs to educate oneself 
about the disease—it’s no different from 
other diseases in this way, except that 
many physicians are not really tuned in 
to alcoholism the way they are to coro- 
nary disease or pneumonia. The Na- 
tional Council on Alcoholism and Alco- 
holics Anonymous (AA) are in the 
phonebook, and they readily provide 
written information. 

You could go to an AA meeting, or 
you could contact a treatment program 
—virtually all of them offer a confiden- 
tial, free consultation. Most of them 
have a lot of integrity and will give you 
straight information. Most use a scored 
questionnaire as part of the interview. 

Confidentialty will be scrupulously 
protected, both by ethics and by law. 

PWV: How do people get connected 
with therapy? 

MM: It’s usually family and friends. 
If just one person, even a lifelong friend, 
expresses concern, he may be brushed 
off, maybe rudely, as part of the denial 
response. If you’re going to bring up 
the issue by yourself, it’s wise to have a 
specific recommendation in mind. 

We find that the most powerful tool is 
to gather around the patient all the most 
important people in his or her life— 
spouse, siblings, children, co-workers, 
employer. An experienced professional 
should facilitate these meetings, which 
is called an ‘intervention’ These people 
first express their love and caring, and 
then describe how the patient’s drink- 
ing has directly affected them. It’s mov- 
ing, it opens the door. 


Family members need to educate them- 
selves about the disease, and both ther- 
apy programs and Al-Anon do excellent 
jobs here. Al-Anon is a self-help, mutual 
support group for family members of 


alcoholics. 


Responsibility, Not Blame 

PWV: What do you think about the 
stigma attached to being an alcoholic? 

MM: I’ve never met anyone who set 
out to become an alcoholic or an addict. 
For many alcoholics, it’s truly not their 
personal fault—they may have gotten a 
rotten break from heredity. But that 
does not excuse them from the respon- 
sibility of caring for their disease and 
their lives. 

Just like the epileptic who fails to take 
his medicines and then drives a car, the 
alcoholic is negligent if he allows his 
behavior to harm himself or those 
around him. The disease is treatable, 
but it’s a lifelong commitment, and the 
power of compulsive drinking cannot 
be underestimated. 

PWV: Has your involvement with 
therapy for alcoholism changed your 
views about wine? 

MM: I’ve become more cautious of 
the prescription of wine as a sedative or 
nutritional supplement. I’ve always 
been conservative about drugs with a 
marginal risk-to-benefit ratio. For 10% 
of us, any alcohol is a serious risk. Also, 
alcohol’s sedating effects are relatively 
short-lived and often followed by a 
paradoxical excitation that really doesn’t 
make it a great sleeping aid. There’s 
also a real liability for cross addiction 
with benzodiazepines (Valium® and 
other tranquilizers). 

PWV: What about wine consumed as 
we would customarily and traditionally 
recommend it—as an accompaniment 
to meals? 

MM: Certainly, wine makes food 
taste better. 

Wine does have the potential for harm, 
as do many things, but also for plea- 
sure and enjoyment. Government and 
society can’t protect its citizens from 
every activity that may be potentially 
harmful, in some aspect, to a small per- 
centage of individuals. 

Fine wines have a good record and 
low risks, and if you are not personally 
at risk, it’s perfectly appropriate to enjoy 
them. 

PWV: Thank you Mike. I'll let you 
get back to pruning. a 
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International Trade Exhibition for Viticulture, Enology, 
Bottling and Packaging Techniques 


May 24-29, 1989 Stuttgart, dcamany 


Modern 
viticultural techniques 


INTERVITIS ’89 — the most important exhibi- 
tion of its kind anywhere in the world. 

Over 600 exhibitors are to present new tech- 
nologies, new products and new methods. 

For soil maintenance, plant protection, foliage 
work and harvesting. In addition to the 

53'¢ German Wine Growers’ Congress and the 
International Viticultural Techniques Sympo- 
sium. Focusing on: Plant protection techniques. 
Get informed. Take this opportunity to receive 
the best advice available ... 
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Letter to 
CORK CAPSULE the Fdi tor 


supplies, corks and capsules 


Dear Editor: 
I want to congratulate PW6&vV for its forthright and creative 
In the cork industry since 1875, the Lafitte family has established a response to the growing menace of new temperance. In par- 
tradition of leadership in manufacturing its own products. ticular, I enjoy the informative and wryly written pieces on 


wine and health by Dr. Wells Shoemaker. 


Today, in France, the third generation of Lafitte makes and supplies Brel teeta register dismay at Gian Hockecavalen ques- 


annually more than 600 million corks and Tin/Lead, PVC, Polylaminate 


or Aluminum Capsules to more than 3,000 clients. tions in his recent Free Run column titled “Let’s Debate.” 
(Jan/Feb ’89) 
First, my wife and I began our adventure in wine consump- 
Cap tion some 40 years ago in college using Thunderbird wine. It 
was not rotgut then. It’s not rotgut now. It’s not my cup of 
COLIEGE METALCO wine today, but it’s not rotgut. 
PVC Capsules Millions of perfectly healthy, non-alcoholic elderly people 
consume these high alcohol wines daily just as we savor our 
Coliege Metalco is our supplier of multi-colored rotogravure printed PVC Chardonnays. We must sadly remind ourselves that wealthy 
material used to form capsules in California in addition to alcoholics do not need inexpensive high-proof wines. They 


manufacturing 200 million PVC capsules. can get abaveale ci Chardonnay a Cognac. 


The industry should not be ambivalent about the produc- 


Dae tion of high-proof products. If production was curtailed 
tomorrow, we would have just as many intoxicated people 

BOUCHAGE METALLIQUE even though sterno might be the alternative. 
Tin-Lead Capsules Second, alcohol-related problems do not cost this country 
over $100 billion except by the most tortured mathematics. In 
In 1983 Bouchage Metallique joined the Lafitte group to broaden my book, “The Benefits of Moderate Drinking”, you will find 
the line of capsule offerings with Tin/Lead capsule production. More authoritative dispute of this figure. According to the Wine 


clients are choosing Bouchage Metallique due to its superior 


Me é Institute, Dale Hein and David Pittman provide a new anal- 
flexibility and decoration capability. 


ysis of these figures in a forthcoming article in the Journal of 

Studies on Alcohol. 

S f C Finally, I second Stans main thrust. Wine lovers are going to 
ch [ have to carry the burden of the public debate because winery 


SOCIEDADE INDUSTRIEL DE CORTICAS owners are not going to, so pervasive is the fear of liability 


PORTUGAL lawsuits. 
Corks Iam doing my best in both seminars and speeches around 
Today, Lafitte offers its exclusive line of products directly from its the country to bring these issues before a confused public. 
California facility. Join our growing numbers of clients in America who But those of us on the moderate side must be careful not to 


rely on 100 years of experience and dedication to quality and service. further the propaganda of our enemies eveninicelumiieniice 


Stan’s, which was meant to be provocative and argumentative. 


se ) Sincerely, 
afte Gene Ford 


23476 Kidder St., Hayward, CA 94545 
oe (415) 785-1786 FAX: (415) 785-7691 oc 


can, THE UN-BOTTLING LINE 


Decanter U.S.A., Inc. introduces an 
economical solution for reprocessing 
case goods: 

The first portable automated line for 
wine reclamation. 
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D.R. Storm, Ph.D, PE. 


Vineyard Stock Shortfall 1989: 
Fact or Fiction? 

Famous forecasters of the economic twists 
and turns of the wine industry, such as 
Kirby Moulton, U.C. Berkeley economist, 
and Louis Gomberg, wine marketing consul- 
tant, depend upon massive data bases to 
make the important short and long-term 
projections that are key planning inputs for 
lending institutions and suppliers such as 
tank, barrel, closure, glass and vineyard 
equipment manufacturers. 

It is not known if vineyard nursery activity 
is used as input data by the fortune tellers to 
help project the growth or decline of U.S. 
wineries and vineyards. The production of 
bench grafts from root stock and appropriate 
vitis vinifera or lambrusca scions from pedi- 
gree mother vines is as old a process as wine 


; S 
— Sr 


WINERY DESIGN 11 


itself. The production is certainly a good in- 
dicator of the bullishness or bearishness of 
the industry as a whole. 

Today, grape growers trying to obtain vint- 
fera on the currently most popular rootstocks 
—SO-4 and AXR-1—are being told that 
not only is rootstock scarce, but certified 
scion wood is also hard to find. 

There are also unconfirmed rumors tn fi- 
nancial circles that certain large operators 
who have negotiated loans for new vine- 
yards are having to resort to planting un- 
rooted, dormant cuttings to satisfy lenders 
that vineyard development 1s underway. 

The only publication that gives any clue to 
what is happening is the State Department 
of Agriculture’s California Crop and Live- 
stock Reporting Service's, California Grape 
Acreage. While the CGA report cites con- 
tact with commercial vineyard nurseries, 
the latter serves CGA only with listings of 
new growers. 

It seems that the CGA report would be 
more useful if gross orders for wine grape 
bench grafts were reported. That would pro- 
vide a one-year informational lead time on 
new and anticipated plantings. 

I was discussing the vine rootstock short- 
age at a recent social gathering and won- 
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High Strength High Carbon STEEL ANGLES 


dered out loud how I might benefit finan- 
cially if I could plant rootstock on acreage 
where I now have garlic. 

Unfortunately, the vision I created in one 
listener’s mind was of a vast field with 
nothing visibly growing—beneath the soil 
was a massive network of roots that ulti- 
mately would provide large sums of money. 
I vow in the future not to presume prior 
knowledge on the part of casual listeners 
about our mysterious business of growing 
grapes and making wine. 


Septic Tanks & 
Soil Absorption 
Systems: 


What’s New? 
Part I 


Who’s Karl Imhoff? 


Most students of sanitary engineering 
would credit Dr. Karl Imhoff with being 
the father of the most significant 20th 


% re-rolled from railroad rail. Results are high-tensile 
strength that exceeds rolled formed metal stakes. 
Railroad rail steel is high in carbon and manganese 
resulting in greater strength and longer life, low-cost, 
easier installation and able to withstand greater crop 
loads and wind stress. 


Heavy-duty angle grape stakes and cross arms are 


G.D.C. or lyre system 
at any width! 


For additional information contact: 
Central & Northern Cal. Napa & Sonoma Area 
David Parrish David Taylor 

11266 Ave. 264 4102-B St. Helena Hwy. 
Visalia, CA 93277 Calistoga, CA 94515 
(209) 685-8700 (707) 942-9579 


Slots on both sides of 
stake for moveable 
wires 
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century improvements to low-technology 
waste treatment systems. Dr. Imhoff'’s 
tank design virtually eliminated seepage 
pits, cesspools, and chamber pots in 
many small German towns, replacing 
them with sewers and some of the first 
community waste treatment systems. 
Dr. Imhoff is also responsible for some 
innovations in high-tech waste treat- 
ment. While there have been changes 
in materials of construction and modes 
of operation for septic tanks and leach- 


BOTTLING 
FILTRATION & 
PROCESSING 
EQUIPMENT 


fields (soil absorption systems), the 
basic two-compartment septic tank and 
leachfield trench network has been un- 
changed for the last 50 years. 


Septic Tanks and 
Winery Process Waste 


Small wineries (producing less than 
2,000 gallons/day of process waste) can 
probably use the conventional septic 
tank and leachfield system successfully 


e SEN Bottling & Packaging Equipment 

e SEN Filtration Equipment 

e OMESS Pressure Leaf D.E. Filters 

e ARMBRUSTER Stemmer/crushers & mash pumps 


¢ Membrane Tankpresses 


SEll 


SEN MACHINES INC. 


1350 INDUSTRIAL AVE., SUITE G 


TELEPHONE: 707 - 763-4844 


TELEX: 288978 


PETALUMA, CA 94952 
TELEFAX: 707 - 763-6997 


SUBSIDIARY OF SEITZ ENZINGER NOLL MASCHINENBAU AG BAD KREUZNACH, W. GERMANY 


East Coast Representative 


JUERGEN LOENHOLDT - R.D. 1, Route 14, Himrod, NY 14842 (607) 243-7568 


if favorable soil topography and space 
parameters exist on the winery parcel 
and if the system’s built-in frailties are 
recognized and protected. 

Most California County Codes and 
State Regional Water Quality Control 
Boards will consider septic systems for 
industrial activities producing from 
1,500 to 2,500 gallons/ day. 

Septic tanks did not evolve for use in 
industrial applications. Their historical 
success and economy of installation 
and operation are best-suited to on-site 
residential wastewater treatment and 
disposal. 

Domestic sanitary waste has, by defi- 
nition, a high percentage of settleable 
solids, as much as 60% to 70%. With 
residential garbage grinders, it’s even a 
higher percentage. 

Winery wastewater has a very low per- 
centage of settleable solids and consists 
almost entirely of suspended or dis- 
solved solids (juice, alcohol and inor- 
ganic solids), which move through the 
septic tank sedimentation chamber vir- 
tually unimpaired. 

This through-put of organic material 
can produce impairment, if not eventual 
failure, of some soil absorption systems 
at the leachfield drain rock/soil inter- 
face. The variables determining the 
future impairment of wastewater ac- 
commodation by the soil are: 

1) The grain size classification (per- 
cent clay and silt) of the soil. 

2) The dissolved solids loading rate 
per unit area of leachfield trench. 

3) The degree of ‘resting’ or alterna- 
tive cycling (prudent design of the sys- 
tem hydraulics and loading cycles). 

4) The care with which the leaching 
trenches were constructed (avoidance 
of ‘slickening’ of trench walls and bot- 
tom; cleanliness of drain rock; and 
near-zero slope for all leachlines). 


Resurrecting Dead Leachfields 

One of the most frequently-asked 
questions of our office, from wineries 
experiencing rising wastewater and/or 
resorting to high frequency of septic 
tank pumping because of sluggish leach- 
field performance is, “Can I rejuvenate 
my leachfield?” 

In my opinion, the use of sulfuric acid 
treatment, enzymes and the like are 
‘pand-aid’ measures that give only tem- 
porary relief to the symptoms while the 
basic problem goes unaddressed. 

Root incursion in leachlines is also a 
problem if your winery is unfortunate 
enough to have only enough real estate 
to trench between vine rows. Calling 
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the Roto-rooter man is, again, a short- 
term solution. There are commercial 
chemical compounds that can be added 
to the sewer system which are supposed 
to discourage root incursion. (“Roebic 
Root Killer” Formula K-77; 99% copper 
sulfate). 

If you do have vine root incursion, be 
careful with the use of root-discouraging 
chemicals. They might be lethal to your 
precious vines. 


Percolation Tests 

Percolation tests are required by most 
governmental jurisdictions to provide a 
basis for leachfield design and to permit 
the regulatory agency to assess any po- 
tential impact upon local or regional 
groundwater resources. (In Part II of 
this series I will discuss potential cumu- 
lative impacts on groundwater from ex- 
cessive use of soil absorption systems). 

Most septic tank ordinances that I have 
reviewed prohibit the installation of 
septic systems where the percolation rate 
exceeds five minutes/inch. The logic is 
that too rapid a movement through the 
soil profile won't permit bioreduction 
or physical filtration of the waste before 
it reaches the active water table. 

Too slow a percolation rate, generally 
greater than 60 minutes/inch, will pro- 
duce the eventual and early leachfield 
failures described previously. Unfortu- 
nately, the test is not an absolute guar- 
antee of how the soil will behave under 
waste loadings. It is just an empirical 
guide, but the best tool available’ 

Part II will discuss Mounds and Alter- 
native Systems, Special Septic System 
Management Programs, Construction 
Code Differences and Offsite Mitiga- 
tion Possibilities. B 


David Storm is a consulting sanitary engi- 
neer and owner of Winters Winery. 
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The 
Wine 
Lawyer 


R. Corbin Houchins 


Names 


We have looked at some readily avoided 
pitfalls of brand name selection in pre- 
vious columns. In this column, we will 
look at some risks that are not so easily 
eliminated. 


Steering Around the Rocks 

Your brand name is the embodiment 
of consumer acceptance of your wine. 
To an attorney, it is a trademark, an item 
of intellectual property upon which your 
business depends. By any reckoning, it 
is likely to be the single most significant 
asset of a packaged goods enterprise. 

Legal guidance in the area of trade- 
marks can be summed up in the phrase 
‘select and protect’. Selection of the 
name is partly a creative exercise by the 
entrepreneur and partly risk analysis 
on the part of trademark counsel. The 
key legal role in selection is advising on 
the strength of a proposed mark (i.e., 
the probability that the first user will be 
able to exclude others from using that 
name or a similar one) and on its avail- 
ability for use. 

Protection is principally a matter of 
making the earliest possible use of the 
mark, registering one’s claim, checking 
periodically to see whether there are 
any infringing marks, and taking appro- 
priate action against infringers. There 
are some interesting wrinkles in trade- 
mark protection, to say the least, but in 
this column we will focus on the selec- 
tion process, which is where preventive 
action pays the most obvious dividends. 


Can It Be Yours? 

Trademark availability is the area where 
most unhappy stories arise. 

A business adopts a name in good 
faith, believing that no one else is using 
it. After expenditure of time, money, 
and effort in launching the brand, it is 
discovered that a prior user has superior 
rights and that the name will have to be 
changed. 


Normally, one averts such a misfor- 
tune by conducting a search of marks 
in use before adopting a brand name. 
In the old days, the standard search in- 
volved checking a printed register of 
trademarks and sending someone to 
the Patent & Trademark Office to look 
at public records. 

Some outfits that advertise trademark 
searching still operate in this way. Such 
services may be useful for liaison with 
the Patent & Trademark Office or other 
government agencies, but it is simply 
not safe to rely on them in selecting a 
brand name. 


Beyond the Roster 

The reason this is so is that, under 
current law, a trademark comes into be- 
ing not through registration, but by 
use. An important amendment to the 
federal trademark statute, effective No- 
vember, 1989, will permit temporary 
protection of unused marks through 
registration, but the creation of rights 
by use will not be eliminated. 

Since one uses a trademark by engag- 
ing in private commercial transactions, 
which are not required to be published 
or registered anywhere, there is no 
central compendium of all trademark 
rights. A mark in use may be registered 
at the state level, at the federal level, or 
not at all. 

Even a careful search of registered 
marks and pending applications for 
registration will not necessarily uncover 
existing state common law rights. Com- 
mon law rights may be superior in those 
states to the rights of a federal registrant 
who began his use at a later date. 


The Value of Red Lights 

Notwithstanding their limitations, 
searches of state and federal registra- 
tions are far from useless. Often, one 
can eliminate a possibility before there 
is a monetary or emotional investment 
in the name. 

For example, a recent search for a pro- 
posed wine brand went like this: The 
client telephoned with three proposed 
names. While the caller was on the line 
we ran them through the data base of 
state and federal registered names and 
pending applications available via our 
office computer. All three were close 
enough to registered trademarks for al- 
coholic beverages to cause concern, and 
the client decided to try to come up 
with alternatives. The cost at that point 
was under $75.00. 

The client called back and said he was 
having trouble thinking of more names. 
Since he had a direction with respect to 


the sound he was looking for, the same 
computer was able to generate a list of 
made-up words which were in the ball- 
park. One of them appealed to him, so 
we ran it through the data base, with- 
out uncovering any conflicts. Search 
costs were still under $100. 


The Cost of Insurance 

Searches that go beyond registrations 
and applications are known as ‘common 
law’ searches, and they are relatively 
expensive. Whether they are cost-justi- 
fied depends upon how much is riding 
on the brand name. 

For many years I have used an outside 
company that specializes in trademark 
searches to conduct a ‘full search’. The 
standard full search involves a deeper 
look into the registered mark and ap- 
plication data base, examination of a 
mix of other data bases available to any- 
one by computer (such as the nation- 
wide Electronic Yellow Pages), plus a 
review of proprietary information col- 
lected by the search company from 
common law sources. 

Sometimes, when the commitment to 
the proposed mark is high, as with the 
surname of the winery owner, we skip 
the preliminary screening by computer 
and go directly to the full search, which 
costs $250. 


Uncommon Searches 

Unfortunately, the full search is some- 
what misleadingly named. Its common 
law coverage is extremely limited. 

For a major brand decision, especially 
where there will be a large advertising 
and promotional investment, a more 
extensive search of common law sources 
is recommended. The same search firm 
will look at all references available to it. 
The cost, depending upon the complex- 
ity, generally will be upwards of $800. 

In addition, we canvass as many alco- 
holic beverage industry sources as we 
can, including BATF label approval 
records and those few price postings 
that are indexed in anything like a use- 
ful manner. 

At this point, costs will have exceeded 
the amount most small businesses are 
prepared to spend for checking the 
availability of names. Alas, we still have 
not reached the point of certainty. 

One winery came to us after purchas- 
ing a search from a reputable firm and 
adopting an apparently available name, 
only to find itself the object of a lawsuit 
by a company that had never sold any 
products (and thus had not shown up 
in any of the normal sources). The claim- 
ant had made such extensive prepara- 
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tions and promotions in anticipation of 
its first sales that it had an arguable 
claim of priority. The winery won the 
lawsuit, but it was a close and expen- 
sive call. 


Some Suggestions 

First, obtain advice based on at least a 
full search before acting. If the business 
asset consisting of your brand name 
justifys more then $250 worth of insur- 
ance, go beyond the full search. 

Second, the probability of trouble 
after a proper search is small, but recog- 
nize that it exists. Think ahead about 
how much you can sensibly budget to 
defend your choice, and be prepared to 
make a rational choice between fighting 
and fleeing if trouble arises. 

Third, remember that protection of 
the mark also entails some costs. Keep- 
ing up on use of trademarks similar to 
yours runs from about $75/year for 
tracking registration applications to 
several hundred dollars for ferreting 
out users who have not applied to regis- 
ter. If you find an objectionable use, 
you will need a war chest to go after the 
infringer. 

There is a bright side, which is that 
proper precautions are really not that 
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expensive when compared to the value 
of a brand name and to other budget 
items involved in launching a brand. 
Since doing the selection phase right 
vastly reduces the chances of litigation 
later, it is almost certainly more cost- 
effective than the alternative. 

In a future column we will take note of 
some pitfalls in the use of a mark even 
after you have registered it and report 
on a very interesting case, now at an 
early stage which may bear significantly 
on the issue of using similar brand 
names on products that are not related. 

& 


MOVING? 


Be sure to advise us of your 
new address so we can keep 
PRACTICAL WINERY 


& VINEYARD 

coming without interruption. 
Send changes to: 

15 Grande Paseo, 

San Rafael, CA 94903. 


Your wines deserve 
the finest care... 
we can offer you the 
most efficient cleaning 
of your equipment... 


Fully automatic, operates with an 
on/off switch, 100% electric, using 
44 gallons of water per hour. 


180°F steam can be used on bottle 
line, conveyors, corking/capping 
machinery, labeling line, quality 
control line, storage vats, metering 
equipment, filters and feed lines. 


Call or write for details. 


ELECTRO-STEAM 
GENERATOR CORP. 


1000 Bernard Street 
Alexandria, Virginia 22314 


(703) 549-0664 


_ Productivity...Versatility 


“AW process equion on all 


* grapes and other fruits continuously. 
No batching, less labor — low 
solids — easy to operate and clean. 
Stainless steel frame. Capacities to | 

~ over 4 tons per hour. Accessories. 


The JWI Filter Press is ideally suited to wine 
making for the filtering of tank bottoms, lees 
and juice. Trouble free operation...easy 
maintenance. Compact and dry filter cake 
5% solids. Low energy consumption. 
lodels to 150 cu. ft. (3100 sq. ft.) capacity. 


all or. write today ie more features, benefits, options and 
appa” on JWI Filter Presses and Juice Extractors. 


JWI,*Inc. / 2155 112th Avenue / Holland, MI 49424 
, 616-772- -9011 / Fax 616-772-4516 


“Built to perform and keep on performing. 
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THE WATERFRONT 


Restaurant jie 


tiie 


187 ml bottles allow single-service of sparkling wines at The Waterfront. 


HIGH 

pHi De 
FOR 
WINE 
PROFITS 


Ronn Wiegand 
The following is an edited version of an 
interview that first appeared in ‘’Restaurant 
Wine,’’ a newsletter published by Ronn 
Wiegand. 


Al Falchi owns and operates The Water- 
front, a very successful independent 
restaurant in San Francisco, CA. Lo- 
cated on the Embarcadero, at the edge 
of the city’s financial district, The Water- 
front is a haven for both local and tra- 
veling businessmen and Bay Area resi- 
dents. Tourists account for about 30% 
of the restaurant’s business. 

Falchi has been in the restaurant busi- 
ness for 30 years, and owned and oper- 
ated three other restaurants before es- 
tablishing The Waterfront in 1975. Dur- 
ing his career, he has developed skills 
and systems which have helped him 
turn The Waterfront into a high-volume 
operation which now sells $2,000 of 
wine daily. 

Restaurant Wine talked to Falchi about 
his wine by the glass program, the sim- 
plified wine list, the in-depth wait-staff 
training program, and merchandising 
techniques. 


Wines by the Glass 

What percentage of your wine sales is 
by the glass? 

It ranges from 50% to 70%. 

That’s a tremendous amount, well 
above the national average. Have you 
always sold this much by the glass? 

No. The percentage has increased 
significantly in the past couple of years. 

Are your customers familiar with wine? 

Very much so. They are fairly sophis- 
ticated business people who travel and 
entertain a great deal. 

What are you pouring by the glass? 

Mostly California wines. We pour 
one Chardonnay, Sauvignon Blanc, 
Riesling, Gewurztraminer, White Zin- 
fandel, and Pinot Noir, two Cabernet 
Sauvignons, and three sparkling wines, 
two of them as single-serving 187ml 
bottles (Domaine Chandon Brut and 
Piper Heidsieck Brut). 

Why the small bottle? 

Because with sparkling wine, even 
with the special tops that are meant to 
preserve the bubbles, you don’t know 
for sure that each glass is going to be as 
fresh as it should be. 

Of these eleven wines, which do you 
sell more of? 

The Chardonnay, by a wide margin. 
It accounts for about 80% of our sales 
by the glass. Chardonnay has been the 
most popular for the past few years. 

What size is the pour? 

We use an 8.5 ounce glass and pour 
four glasses per bottle. So, it’s about six 
ounces. 

What about dessert and after-dinner 
wines? 

We have five Ports, one California 
Port, and two California Muscats on 
our dessert menu. We also have an ex- 
tensive list of brandies on that menu. 

What is your markup on the wines 
you pour by the glass? 

They’re priced at about two times 
cost. We want the first two glasses to 
pay for the bottle. 


How does that differ from the bottle 
pricing on your wine list wines? 

We mark up our bottled wines twice 
wholesale and add $2. 


So your by the glass wines are actually 
less expensive than your bottled wines. 
Most restaurateurs charge at least as 
much for them, and often more, citing 
spoilage, etc. Why are your glass wines 
less? 

Volume. We want to sell wine. My 
philosophy on selling wine is: “Price it 
properly so that people recognize you 
are giving good price-value.” Instead of 
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having one glass, they may have two. A 
lot of restaurateurs make a big mistake 
because they try to make wine the big 
profit center. Of course, everything in 
the restaurant has to make money, but I 
don't think that wine should be singled 
out. ; 

Do you use a nitrogen preservation 
system? 

Yes. We use Private Preserve, the small 
spray cans of nitrogen and carbon 
dioxide. 

How often do you change the by the 
glass wines? 

Once a month. 

How do you choose them? Brand recog- 
nition? Competitive prices? 

We have a three-person panel—the 
general manager, the beverage mana- 
ger, and myself. We make the decision 
based on tasting. The wine has to taste 
good and it has to be a good value, 
since people are looking for a good 
price-quality relationship. We also look 
for wines that will go with our cuisine, 
which is mainly seafood. 


Do you do anything special to mer- 
chandise or promote wine by the glass? 
Yes. We list them on table tents, which 
are put on all the tables. We also have 
wine cards which we pass out to cus- 
tomers whenever our wine-of-the-month 
is served. 


What does the wine card do? That 
seems to be more of an educational than 
a sales tool—the persons receiving them 
already are sold on the wine. 

The card reinforces the customer’s 
impression of that wine, because he 
{or she} takes the card home. When he 
goes to buy a bottle of wine for a dinner 
party, he knows a wine he can ask for. 
It makes him feel more secure walking 
into a store and asking for the wine by 
name. That’s one part of it. Second, 
when the customer turns the card over, 
he sees “The Waterfront” and he thinks 
of us. 


So this card is really a long-term mar- 
keting tool, not just an in-house educa- 
tional tool. 

Absolutely. We ask the winery who 
produced the featured wine-of-the- 
month to have about 500 cards printed 
for our use. We started using the cards 
in early 1988. 


How do you inform customers about 
the wines by the glass? 

The information is included on the 
wine list, and the wine list comes with 
the menu. The waiter points out which 
wines are sold by the bottle and which 
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by the glass. That’s very important these 
days because some people don’t want a 
bottle, they just want a glass. 


The Wine List 
How many items are on the list? 
Seventy-three, including the wines 
by the glass. We have reduced it from 
about 100. We have storage space for 
almost 200 cases. 


Why did you reduce the number of 
selections? 
It’s easier to change. We have a com- 
puterized wine list, so we can take ad- 
vantage of special buys and make quick 


Wait staff enters orders on portable 
terminal. 


Bar refrigerator storage capacity is 150 bottles of white wine and 100 bottles of beer. 
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changes on the list. If a wine is out of 
stock, we can take it right off the list. 
How often do you change the list? 
Weekly, sometimes twice a week. 
All the wines on the list are Californian, 
except for four French Champagnes. Why? 

For many years we listed wines from 
France and Italy, but imported wines 
have never really moved in this restaur- 
ant. Champagne is a different story. 
People know Champagne and how 
good it is. It sells. 

A couple of years ago I did an experi- 
ment. I took the best French Chardon- 
nays and put them on the list mixed in 
with California Chardonnays. We didn’t 
list them under a separate ‘Imported’ 
heading, just noted they were French. 
We priced them like the California 
wines, at bargain prices for French 
wines in restaurants. But, once again, 
they didn’t sell. That astounded us. 
People come here and seem to want to 
drink California wines. 

With our computerized list and inven- 
tory system, I look every morning at 
what sold the previous day. If something 
on the list doesn't sell after awhile, it 
comes off. I feel that when a wine is on 
the list, it is taking up space and costing 
money, and I want to see it move. 

How popular are non-alcoholic wines 
here? 

Moderately popular, but I think they 
will become more popular. We first of- 
ferred one a couple of years ago, for 
young people on prom nights. We get a 
lot of prom business in May and young 
people throughout the year who want 
a drink without any alcohol. We carry 
Ariel White Zinfandel in addition to a 
non-alcoholic cider and one non-alco- 
holic beer. 
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Prices for wines on your list range from 
$7/bottle for the non-alcoholic wine to 
$95 for Dom Perignon. What is the aver- 
age price of a bottle of wine sold in the 
restaurant? 

For the Chardonnays, it is the mid-to- 
high $20 range. That surprises us be- 
cause we have other Chardonnays 
which are priced at $17. Wines that we 
sell for $29, $32, even a bit higher; we 
can't keep them in stock. 

What about Sauvignon Blancs? They 
range from $12 to $19.50. 

The most expensive one from Napa 
Valley sells very well, more so than the 
others. Every day, we sell several bottles 
of it—it’s incredible how well it sells. 

What about Chenin Blanc? You have 
only two on the list. 

It’s not a big seller, but we have it 
available. Chenin Blanc is a wine that 
Americans have yet to realize can be ex- 
cellent. We suggest a nice dry Chenin 
Blanc with fish, and most customers 
tell us how good it was. The same ap- 
plies to Gewurztraminer and Riesling. 
Many Americans talk dry, but they really 
want to drink semi-sweet or soft wines. 

What is your pricing formula on the 
listed wines? 

The least expensive wines we may 
mark up by more than 50%, but on ex- 
pensive wines like Dom Perignon we 
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take a much lower markup. Opus One 
(Robert Mondavi Winery, Napa Valley), 
for example, we sold for $50 a bottle, 
which was less than many retailers. I 
don't just like to have wines on the list 
as conversation pieces, and I don’t want 
to inventory those wines. I want to sell 
them! 

How often do you turn over your in- 
ventory in a year? 

At least 12 times. That’s about 350 
cases/month. 

Has your mix of wines changed over 
the past few years? 

No. We sell mostly white wines. Red 
wines have always been a small part of 
our business, but we do sell a lot of red 
wine with blackened fish. People love 
it; they go so well together it surprises 
them—especially Cabernet Sauvignon 
and Merlot. 

Many restaurateurs print beautiful, ex- 
pensive wine lists. Yours is pretty simple 
and basic—a four-page computer listing 
in a glassine cover. Why this format? 

We did print an elaborate wine book, 
but after using it for a while I thought it 
was a little intimidating for the cus- 
tomers. So we went to another format: 
putting the wine list right on the menu, 
with wines suggested for each item. 

How did that work? 

Alright, but it left no flexibility for 
changing wines. Today in the restaurant 
business, if you aren't flexible, you're in 
big trouble. That’s with food, with wine, 
with everything, because you've got to 
be ready for change very quickly, to 
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take advantage of limited windows of 
opportunity. And you can't do that with 
a printed wine list. 

For example, after the menu was 
printed, suppliers would suddenly tell 
me that our allocations of certain items 
had been used up. That meant the listed 
wines became outdated as soon as the 
menu was printed. And it’s expensive 
to print a menu. 

So we went to a computerized wine 
list. Daily, our system allows me to re- 
view all items sold in the restaurant the 
previous day: drinks at the bar, every 
menu item, every glass of wine. The 
breakdown shows what is selling and 
what isn't. If something isn’t selling, it 
allows us to make some pretty quick de- 
cisions about what to do to make it sell. 

How do you alert customers that wines 
are out of stock? 

We change the list right away, but our 
computer system also tells us if we are 
out of stock in the middle of the serv- 
ice. When the waiters punch in an order 
at the table on their hand computers, 
they know immediately whether the 
wine is in stock or not. 

We've taken this a step further for 
purchasing. We have installed an add- 
on to our system that gives us a report 
every Monday of all the wines of each 
type we have sold year-to-date—every 
month, every week, every day. This 
takes the guesswork out of ordering 
wines because we can look at the break- 
down and determine our needs at any 
given time. 

How much has your computer system 
cost? 

A little over $60,000. But it paid for 
itself in the first 14 months of use. We've 
had it about four years. 


Wine Service and Training 
Who serves wine in the restaurant? 
Waiters 
What type of wine and beverage train- 
ing do you give them? 

We have a five-stage apprenticeship 
program. To become a waiter or a busser, 
a person has to start as a runner. Run- 
ners bring all the clean silverware out 
to the stations and take the dirty silver- 
ware and dishes back to the kitchen. If 
a person can do that, he can become a 
busser. 

Then, if he has waiter ability, he goes 
to the cocktail lounge to learn how to 
serve cocktails. There he gets a little bit 
of wine training. After this, the person 
goes back to the kitchen as an expediter, 
where he brings out all the food for the 
waiters and learns how to serve every 
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dish. Expediters also have to attend all 
the waiter meetings and tastings. 

We have two or three wine tastings 
each week and also invite winemakers 
and suppliers to give tastings. Monthly, 
we offer our staff a winery tour and 
lunch as a group on a Monday and we 
pay each staff member who attends. 

What type of wine sales and merchan- 
dising do your servers receive? 

We have waiter meetings before lunch 
and dinner daily. The meetings are 
about 15 minutes long. We discuss 
what's selling and why. We talk about 
customer complaints. If we have a new 
wine, we'll taste it. Then we go into the 
kitchen and go over the specials of the 
day. We also talk about what wines 
might go with each dish. 

These meetings are important. They 
get the staff into first gear. I’m very 
proud of my people, but they all walk 
in with their concerns and need a little 
time to get thinking about the restaurant 
business. This meeting helps. 

Have you ever used—do you use now 
—an incentive program for wine sales? 

Yes, we've always done it. Sometimes 
it’s in the form of money; it might be 
$.25 or $.50/bottle. We also do some- 
thing consistently with our wine of the 
month, which is a Chardonnay. We 
make a commitment to our suppliers to 
purchase at least 100 cases at 20 to 25% 
below the wholesale price. Invariably, 
we sell more than 100 cases, and the 
reason We do is our incentive program. 

For every case of wine a waiter sells, 
we give him two bottles of the wine. To 
the person who sells the most, we also 
arrange an all-expenses-paid weekend 
in the wine country. For us, the incentive 
really works. Everybody gets something. 


Wine Merchandising and Promotion 
Is a wine glass part of the table set-up? 

Yes, from day one. It’s good merchan- 
dising to let people know what you’re 
doing. 

What type of special wine promotions 
are you doing? 

We've done a few winemakers’ din- 
ners, but we’ve not pursued them very 
much. We also publish a newsletter 
that we mail every couple of months. It 
lets people know what's going on at the 
restaurant—what’s in season—and it 
also mentions wine. 

There’s another thing we've started, 
which hasn't caught on yet, but we feel 
it will: We're selling wine by the case to 
customers. 

Selling wine by the case? 
Over the years, we've sold wine to 
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customers, special wines to take home. 
Finally I thought: Why not bring that to 
the wine list? So, we now sell all the 
wines we offer by the glass by the case, 
and we'll sell the other wines we have 
on the list by the case too, if we can get 
them. Some are very limited and we 
have trouble getting them. 
At what price do you sell these wines? 
At a price that’s hard to beat. We sell 
them for less than full retail. We sell at 
10 to 15% less than full retail. 


BUCHER Grape Processing Equipment, 
including the RPS and RPM Enclosed 
Membrane Grape Press, Drain Tanks, 
Crushers, DeStemmers and complete 
turnkey installations 


vane 


KOCH MEMBRANE SYSTEMS (Abcor) 
Crossflow Juice Filtration Systems, 
including both Microporous and 
Ultrafiltration 


BECO 


TLG Horizontal Pressure Leaf Filters and 
small Bottling Equipment, including the 
TLG VF 12/NK-1 monobloc Filler/Corker 


KLR Machines, Inc. 
350 Morris Street, Suite E 
Sebastopol, CA 95472 
Phone: (707) 823-2883 
Fax: 707-823-6954 


Do people buy them on the spot, after 
they’ve eaten here? 

Yes. We carry the wine out for them 
or hold it for later pickup. 

What has the reaction been? 

The customers say, “Oh, that’s inter- 
esting.” I think it hasn't really dawned 
on many of them what we're doing. 
When they go to a package store and 
look at the prices for the same wines, 
they'll think a lot more about it. I think 
the concept has a big future. & 


UNIPEKTIN Evaporators, Aroma Recovery 
Units, DeSulphurizers, DeAlcoholizers 
and Specialty Heat Exchangers 


EéKOCH 


KOCH MEMBRANE SYSTEMS INC 


BECO Filtersheets and Plate and Frame 
Filters, BECOFLOC Filter Aids and SIHA 
Yeasts and Fining Agents 


WINTERWERB & STRENG Champagne 
and large Bottling Equipment, including 
the new, low-oxygen pick-up COMPENDA 
Il Filler 


PVC Heat Shrink 
Wine Capsules 


sano 
and Heat Tunnels plast 


KLR Machines, Inc. 
47 West Steuben Street 
Bath, New York 14810 
Phone: (607) 776-4193 
Telex: 510-252-1250 
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Ray & Eleanor Heald 

“The underlying difference between 
Belvedere and so many other fine pre- 
mium wineries is the way it was given 
birth’ claims Peter Friedman, co-owner 
of Belvedere Winery and Vineyards, 
Healdsburg, CA. 

“Twenty-five years ago, I entered the 
wine business without a wine back- 
ground or a burning desire to be in it. 
My immediate goal was to escape from 
a Manhattan sales, marketing, and ad- 
vertising job—the only world I knew. 

“There's a big difference in a winery 
that’s driven by a marketing and sales- 
oriented person as opposed to someone 
who has more aesthetic reasons for be- 
ing in the wine business.” 


The Early Years 

In 1964, Friedman became a founder 
and equal partner with Rodney Strong 
in Tiburon Vintners, Inc. (later named 
Sonoma Vineyards). Lacking both a 
track record and working capital, Fried- 
man and Strong decided to market 
wines directly to the consumer under 
the Windsor Vineyards name, exploit- 
ing the gimmick of personalized labels. 
By 1970, they had expanded a small 
company focused on a tasting room 
into the first publicly owned winery in 
California. 

With working capital from two public 
stock issues, 5,000 acres of land in 
Sonoma and Mendocino counties were 
purchased for potential vineyard sites. 


Creating 
_a Brand 
Image 


However, between 1973 and 1975, large 
harvests, plunging grape prices, and a 
severe tightening of credit resulted in 
Sonoma Vineyards owing $11 million to 
two banks at record high interest rates. 

“A marriage to a company with deep 
pockets was essential,” Friedman re- 
calls. “We talked to American Brands, 
Pepsico, Seagrams, R.J. Reynolds, North- 
west Industries, and Liggett and Meyer, 
to name but a few.” In 1976, four new 
investors came on board—Renfield Im- 
porters, a family-owned company in- 
volved in the spirits industry, and three 
individuals formerly employed by Nor- 
ton Simon, a major conglomerate. They 
took an equity position and Friedman 
left the company. 

“T left Sonoma Vineyards in 1976, phy- 
sically worn out from the roller coaster 
ride and a few moments in the sun. I 
said, ‘No more bricks and mortar’ and 
set about earning my living as'a wine 
broker for private labels. 

“Renfield and the new management 
were not successful with the Sonoma 
Vineyards brand,” Friedman contends. 
“Additionally, Sonoma Vineyards 
couldn't sustain the desires of the three 
private investors to expand it into a 
mini-conglomerate.” 

In 1983, Renfield tendered all the pub- 
lic stock of Sonoma Vineyards for $2.00/ 
share. (The stock had been issued in 
1970 at $7.50/share; in 1972, it reached a 
high of $41/share.) Shortly thereafter, 
Renfield was sold to Schenley, and 
Schenley was then acquired by 
Guinness. 

In 1988, Renfield retained Hambrecht 
& Quist, Inc., a San Francisco invest- 
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ment banker, to dispose of their wine 
properties, which included Concannon, 
San Martin, and Sonoma Vineyards. 
Hambrecht & Quist, Inc. has a Con- 
sumer Group division which special- 
izes in wine industry investment bank- 
ing activities, mergers, and acquisitions. 

Rodney Strong is now bidding to pur- 
chase the winery facility from Klein 
Foods, of Stockton, CA, the company 
that just purchased Sonoma Vineyards. 
Friedman's partner in Belvedere Winery, 
his current venture, is Bill Hambrecht 
of Hambrecht & Quist, Inc. 

“It was ironic that while my former 
partner was attempting to buy my ori- 
ginal company,” Friedman observes, 
“my current partner was attempting to 
sell it.” 


Round Two 

In 1979, refreshed by a second wind, 
Friedman began to act on the idea that 
great wines are made in the vineyard. 
Having contracted for grapes, but lack- 
ing sufficient capital, he suggested a 
partnership to Hambrecht. 

Friedman and Hambrecht each put 
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up $10,000 to cover the cost of the con- 
tracted grapes. Hambrecht’s residence 
in Belvedere, CA. suggested a name for 
the new partnership—Belvedere Wine 
Company. 

The partners’ original investment has 
grown in ten years into a company 
worth between $14 and $16 million, 
based on the 300,000 case/year ‘Dis- 
covery Series’ brand, winery facilities, 
grape contracts, current inventories, 
and the comparison of these to recent 
winery acquisition prices. 

“In starting Belvedere, I attempted to 
identify a small number of outstanding 
grape growers,’ Friedman says. “I looked 
for growers with longstanding reputa- 
tions and bought small quantities of 
their best varieties to vinify wines in 
what I considered a world-class fashion. 

“My marketing strategy was to present 
these as individual ‘single vineyard’ 
brands featuring the name of the grower. 
Initially, I planned to make 1,000 to 
1,500 cases of each wine. Each vineyard 
‘brand’ carried a distinctively different 
label.” 

The first grapes contracted for were 
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sumer never associated the name Bel- 
vedere with the wines. | learned a good 
lesson: never overestimate the consum- 
er—they don’t read, they glance.”’ 


1979 Chardonnay and Pinot noir from 
the Bacigalupi Vineyard in Sonoma 
County. Beginning in 1980, Cabernet 
Sauvignon came from Robert Young 
Vineyards in Alexander Valley. Pinot 
noir (1981) and Chardonnay (1982) came 
from Winery Lake Vineyard in Los Car- 
neros. In 1982, Cabernet Sauvignon 
from York Creek Vineyards in Napa 
Valley was added. Friedman called this 
group of single vineyard wines “The 
Grapemaker Series”. 

Production was done on a custom 
crush basis in 1979 and 1980. The West- 
side Road winery site was purchased in 
early 1981 and the 1981 harvest took 
place in makeshift facilities at the site. 
Construction of the winery was com- 
pleted in time for the 1982 harvest. 


Nom de Plume 

“I made a miscalculation,’ Friedman 
admits. “As these single vineyard brand 
wines won medals and earned market- 
place recognition, the consumer never 
associated the name Belvedere with the 
wines. I learned a good lesson: never 
overestimate the consumer—they don't 
read, they glance. 

“I say this because the original labels 
had the Belvedere name in five or six 
different places, but the consumer only 
saw the large print Vineyard Brand 
Name, 1.e., Bacigalupi, Robert Young, 
Winery Lake, etc. 

“Consumers thought Bacigalupi was 
just another winery producing Char- 
donnay and Pinot noir. They perceived 
Robert Young Vineyards as a winery, 
and with those wines it was even more 
confusing because consumers remem- 
bered seeing the name on a Chateau 
St. Jean label. 

“T finally had to come to grips with the 
fact that what I had created was a com- 
plicated story, and that the consumer, 
who likes to focus on a winery and a 
winemaker, never saw the name Belve- 
dere, only four separate brands, each 
perceived as a different winery. 

“An acquaintance asked me the ques- 
tion, ‘What do I ask for when I want to 
buy your wine?’ My answer involved a 
lengthy explanation of the wines being 


" named after the grower, etc. Then I re- 


alized how complicated the story was 
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‘‘There are Chardonnays on the market 
today with unjustifiably high prices. . . . 
Amazing as it may seem, the high price 
itself adds an appeal.’’ 


and how difficult it would be for whole- 
saler sales people to take the time to go 
through a thorough explanation of the 
concept.” 

Friedman also realized he had created 
a nightmare for distributors and retailers, 
who often have only a few minutes to 
spend with a buyer. 


New Label Design 

In seeking to undo what he had done, 
Friedman capitalized on his miscalcula- 
tion. Launching the new Belvedere label 
was made easier by the familiarity of 
the trade with the vineyard brands. 
Friedman utilized this in advertising 
and label design. 

The challenge was to create a new 
package that gave equal prominence to 
the vineyard name and the Belvedere 
brand. “I didn't want to abandon this 
concept entirely,” Friedman comments. 
“We'd worked hard to have it under- 
stood in the marketplace.” 

In 1987, Friedman contracted with 
Ralph Colonna of Colonna Farrell: De- 
sign Associates to redesign the packag- 
ing for Belvedere’s single vineyard 
brands, unifying them with a single 
design. The new packaging, released in 
April, 1988, clearly identifies Belvedere 
as the brand, with the specific vineyard 
source of the grapes prominently dis- 
played under the Belvedere name. 

Friedman no longer uses the Winery 
Lake vineyard designation. (Seagram- 
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owned Sterling Vineyards now utilizes 
all Winery Lake grapes.) In order to 
keep a Carneros appellation Chardon- 
nay in the Grapemaker Series, he pur- 
chases Carneros grapes, principally 
from Sangiacomo Vineyards, but the 
label indicates only the appellation, not 
the grower. 

“Carneros has proven to be a wonder- 
ful home for Chardonnay,” says Fried- 
man. “The consumer recognizes the 
appellation. Besides, I’ve struggled 
teaching them to pronounce Bacigalupi 
and I didn’t want to do it again with 
Sangiacomo.” 

To reduce consumer confusion about 
two ‘Grapemaker Series’ labels being 
on the market concurrently, Friedman 
recalled the ‘old’ label wines to Califor- 
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nia and sold them to long-time friend 
Steve Boone, who with the help of in- 
vestors recently had acquired the Cost 
Plus chain of stores. Friedman sold 
these wines at a reduced price to Boone, 
who in turn sold them at substantially 
reduced prices to Cost Plus customers. 

To gain the attention of the press in 
targeted markets, Friedman sent attrac- 
tive wooden gift boxes containing wines 
with the newly-designed label to 90 key 
wine writers across the U.S. 

“We were honest,’ says Friedman. 
“We told the wine press we had con- 
fused people and that we believed our 
new packaging would help people un- 
derstand the vineyard relation and the 
quality we're striving for under the 
Belvedere label. They responded to this 
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upfront approach and we got lots of 
good ink.” 

To insure continuity, Friedman con- 
fined the allocation of 25,000 cases of 
Grapemaker Series wines to 28 major 
markets, choosing among the 90 dis- 
tributors in 50 states carrying the entire 
line of Belvedere wines. (Grapemaker 
Series wines constituted approximately 
10% of the over 300,000 cases of Belve- 
dere wines sold in 1988.) 

“Continuity is important to the whole- 
saler, retailer, and restaurateur,” Fried- 
man emphasizes. “You don’t want to 
break into a wine list and then, six 
months later, be out of product. If a 
salesman gets burned that way, he be- 
comes gun-shy and won't work hard to 
get your wine on a list.” 

Distributors in the chosen markets are 
guaranteed that the winery will hold 
their allocations for nine months from 
the date of release. If a distributor does 
not take his entire allocation during 
that time, the balance is released to 
another market and allocations are re- 
evaluated the following year. 


From Single Vineyards 
to ‘Fighting Varietals’ 

“In 1980, it became obvious that a sur- 
plus of varietal wines was not being ap- 
propriately utilized,” Friedman says. 
“We're in a business where production 
takes place from one to three years in 
advance of sales. It’s impossible to pre- 
dict marketplace sales patterns with 
unerring accuracy. 

“There are continual inventory imbal- 
ances which, combined with the cash 
flow pressures of this capital-intensive 
business, can result in an active bulk 
wine market. Intermittent bottlings of 
attractively-priced wines acquired in 
this bulk wine market seemed the way 
to go. 

“We rationalized that if we could bring 
wine to market at 35% to 50% less than 
the same wine would sell for under its 
producer’s label, it qualified for what I 
termed the ‘Wine Discovery’ brand.” 

The term was chosen because Fried- 
man believed he was ‘discovering’ these 
values. Several years into the program, 
however, Friedman realized that occa- 
sional bottlings do not satisfy the whole- 
saler with large volume restaurant sales, 
because he cannot maintain continuity. 
Thus, Wine Discovery wine production 
was increased. 

Belvedere’s total sales in 1983 were 
84,000 cases. Sales grew 36% in 1984, 
16% in 1985, 32% in 1986, 36% in 1987, 
and 28% in 1988. The six-year growth 


figure is a whopping 362%, with the 
Grapemaker Series bottlings represent- 
ing only 7% to 10% of total production. 

Production increases quickly exhausted 
the winery facilities. In 1986, process- 
ing of Discovery Series wines (every- 
thing except fermentation) was shifted 
to a separate, newly created facility in 
Healdsburg. 

“Belvedere is not the only winery with 
this level of success in the ‘Fighting 
Varietal’ market,;’ Friedman notes. “The 
consumer was telling the wine indus- 
try, ‘Give us a reasonably good Char- 
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donnay or Cabernet under $5.00’ The 
consumer bought this wine for just a 
little more than Everyman’s White or 
whatever he used to drink. The success 
of this concept has dried up the lake of 
surplus wine.” 

Although the Wine Discovery brand 
was successful, wholesalers nationwide 
were telling Friedman that the name 
smacked of a private label. Once again, 
Belvedere was in the background. “Since 
we were one of the first so-called ‘nego- 
ciant’ brands to have our own winery, 
we took advantage of it,” Friedman says. 
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“We changed the name to Belvedere _ only way to survive in this business. “Tn 1985, we could allow a reduction of 
Winery/Discovery Series, but with a There will always be some bulk wine inventory down to 1,000 cases of Char- 
totally different package than we had _—_ due to cash needs and an imbalance of donnay and, with a few phone calls, 
for the Grapemaker Series. sales and inventory, but demand has get 25 samples delivered in a day or 

“All of us producing wines in the ‘fight- simply outstripped supply of certain two. Four weeks later, we'd have the in- 
ing varietal’ category are forcedto buy _ key varietals sending bulk wine prices ventory built up again. Today, you can 
grapes today,’ Friedman says. “It’s the _ sky high. augment in the bulk market, but you 
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must have grape sources to stay in 
business.” 


Setting Price Points 
on the Discovery Series 

Six vintage-dated wines, ranging from 
$2.99 to $5.50 (California suggested re- 
tail prices), are currently marketed 
under Belvedere’s Discovery Series: 
Cabernet Sauvignon, Chardonnay, 
White Zinfandel, Sauvignon Blanc, 
Red Table Wine, and White Table Wine. 

“For the last several years, the magic 
number with Chardonnay, to keep 
competitive, has been a price under 
$5,” Friedman says. “From a traditional 
pricing standpoint, you can’t do that 
today. It may still appear that way be- 
cause retailers will work on a reduced 
profit margin on a featured item.” 

In 1988, Belvedere crushed almost 
4,000 tons of grapes for the Discovery 
Series. Friedman says, “Hambrecht 
and I concur that long-term success in 
the wine market is built on value, so we 
are looking to fill the quality niche in 
the ‘Fighting Varietal’ market. 

“We chose to maintain quality appella- 
tions [1.e. Sonoma County, etc.] instead 
of simply using a ‘California’ appella- 
tion. It means we source grapes from 
the more expensive, quality growing 
regions rather than just anywhere in 
California, as is allowed by a ‘California’ 
appellation. 

“We feel that this not only means more 
consistent high quality in the bottle, 
but it separates us from what I refer to 
as the ‘commodity’ brands using the 
more general ‘California’ appellation. It 
is a meaningful point of difference for 
the Belvedere/Discovery Series brand.” 

While now seeking grape sources pri- 
marily in Sonoma County, Belvedere 
previously has used such appellations 
as Napa Valley, Lake County and Mon- 
terey. A North Coast appellation is cur- 
rently used for Sauvignon Blanc. “Only 
our White Zinfandel has a California 
appellation, and the grapes come from 
Lodi,’ Friedman says, “but this is not 
important to the White Zinfandel 
drinker.” 


Pricing Grapemaker Wines 

“There are always consumers who 
prefer the most expensive wines. They 
need to make an impression or can af- 
ford top of the line items in any cate- 
gory. Belvedere, on the other hand, is 
targeting a quality niche in fighting 
varietals while at the same time hold- 
ing a moderate pricing position with 
the Grapemaker Series. 

“There are Chardonnays on the market 


today with unjustifiably high prices,” 
claims Friedman. “As long as these 
wineries with over-priced wines don't 
try to make 100,000 cases, they'll get 
away with the pricing. You can do it 
with 8,000 to 10,000 cases. Amazing as it 
may seem, the high price itself adds an 
appeal.” 

When the first (1979) Bacigalupi Char- 
donnay was released, it had an F.O.B. 
price of $90/case and, with standard 
markup, a retail bottle price of $15. 
Subsequent bottlings carried the same 


Tailoring capital requirements 
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price. Before the release of the 1981 vin- 
tage wines, there was a price reduction 
to $72/case F.O.B. in order to set the 
retail price at about $12/bottle. In spring, 
1988, the price rose to $78/case F.O.B. 
($13/bottle). 


Importance of Label Art 

Friedman’s experience with label art 
has led him to believe that consumers 
respond more favorably to representa- 
tional paintings than abstract or impres- 
sionistic renderings. Several artists 
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have been commissioned over the years, 
including Jim Stitt and Veronica di Rosa. 

In 1986, circumstances necessitated 
picking a painting from a gallery. New 
Orleans artist Leo Meyersdorf special- 
ized in jazz scenes. One of his works, 
‘Jazzin’, was chosen for the White Zin- 
fandel label. The theme was carried 
over to the 1987 release, which bore a 
slightly different Meyersdorf painting 
called ‘Still Jazzin’. The 1988 vintage has 
a colorful Myersdorf likeness of Dizzy 
Gillespie. 

“Consumers don't read, but they see 
pictures,” Friedman claims. “One thing 
that is clearly a bump in the road to 
consumers is when they’re anticipating 
one taste and they get a different one. 
That's a disturbance in a broad pattern. 
Forget whether it’s better or worse—it’s 
different than what was expected. People 
don't like surprises.” 

To overcome this marketing stumbling 
block, the art work on the Discovery 
Series bottlings changes with each vin- 
tage. The consumer knows it’s a differ- 
ent wine and is mentally prepared for a 
change. Friedman maintains that brand 
recognition is preserved. 


KAT 


economically. 


(800)345-7419 


It's An All New Breed of 


From the rice fields of the California delta to the 
cotton fields of Bakersfield to the orchards of 
Mendocino to the vineyards of Paso Robles, 
the KAT earns its keep around a farm. 
Whatever the terrain, the KAT will get you and 
your equipment there and back easily and 


Exclusively distributed by AG SALES LTD. 
Dealer inquiries invited 


(805) 239-2406 


“Label art adds general appeal,” Fried- 
man says. “There’s also a collector’s in- 
stinct that’s satisfied. Our labels are an 
important point of distinction between 
us and our competitors in the ‘fighting 
varietal’ market.” 


Marketing Strategies 

“One person or principal of a winery 
cannot cover the entire U.S.,” says Fried- 
man. “We're in an industry that unfor- 
tunately has too many brands and too 
few wholesalers. A typical wine or wine 
and spirits wholesaler may have one to 
three ‘tonnage’ brands—Gallo, Sebas- 
tiani, Paul Masson, or Almaden—that 
he must pay attention to, because if he 
loses any of these brands he’s blown 
his overhead. 

“This same wholesaler may have any- 
where from 15 to 100 other smaller 
brands. How can the sales staff in this 
company sell 100 brands? They are go- 
ing to sell what’s penetrated their 
psyches. How do you do that? 

“T can do it if ] take them out to a sales 
dinner and spend four hours with 
them, but how many wholesalers can I 
visit across the country? With 90 whole- 


Un Grand Plus! 


& TONNELLERIE RADOUX 
#2 FRENCH OAK BARRELS 
va UPRIGHTS & OVALS 


<*; Agent: Boswell Company 
36 Crane Drive 
San Anselmo, CA 94960 
415-457-3955 


salers, if I do two per week, that’s 45 
weeks each year on the road. It’s just 
not practical.” 

Some brands catch the fancy of the 
wine press, Friedman believes. These 
brands are ‘made’ overnight by a com- 
bination of elements, but for long-term 
success, good relations must be created 
at the wholesale level. “It’s a people 
business like every other business,” he 
claims. 

“A salesman has to want to sell your 
brand. He has to feel that he knows 
you, so you need to be there by proxy 
because at least once a year in person is 
impossible.” 

In 1984, Friedman decided that he had 
several alternatives. He could operate 
under the status quo, which would be 
disastrous; go to a marketing company 
and pay a minimum fee of 15% to 17% 
of the EO.B. case price, which would 
force him to raise prices; or coopera- 
tively market with other wineries, shar- 
ing marketing expenses for a network 
of regional managers. 

The latter plan went into operation in 
1985, under the name Sonoma Vintage 
Marketing, with Chalone Inc., Ken- 


FAX 415-457-0304 
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wood Vineyards, Iron Horse Vineyards, 
and Belvedere Winery participating. 
For a variety of reasons, all parties ex- 
cept Belvedere and Kenwood eventually 
withdrew from the venture. 

Currently, Belvedere Winery and Ken- 
wood Vineyards market cooperatively. 
Five regional managers are employed, 
each costing $65,000 to $90,000/ year, in- 
cluding travel and entertainment ex- 
penses, and benefits. Friedman prefers 
cooperative marketing to the use of a 


managers are employed directly by the 
wineries, enabling the wineries to main- 
tain control. 

Friedman cautions that wineries in- 
volved in cooperative marketing need 
to be compatible in management styles 
and personalities, and they need to 
train regional managers to apportion 
time fairly. Monetary incentive pro- 
grams for the regional managers should 
be tied to the sales objectives of each 
winery. 
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is attributable to national accounts. 
Belvedere and Kenwood share a na- 
tional accounts manager. This person 
works exclusively with national, multi- 
branch operations, principally hotels 
and restaurants, that are controlled 
from a central corporate headquarters. 

We continually try to maintain our in- 
novative energies,” Friedman concludes. 
“The expanding California wine busi- 
ness requires a continual flow of crea- 
tive juices to keep brand recognition in 


marketing company because the sales A major portion of Belvedere’s growth the marketplace.” a 


CALENDAR 


Issues in Eastern-USA 
Methode Champenoise Production 


MARCH 31, APRIL 1-2, Friday - Sunday 

Sponsored by Virginia Wineries Association, Virginia Poly- 
technic Institute, and Practical Winery & Vineyard. Location: 4-H 
Center in Front Royal, Virginia. Fee: $75 (includes wine reception 
Friday evening, breakfast Saturday and Sunday, lunch and 
dinner Saturday). Payment can be paid to: Virginia Wineries 
Association, and mailed to: VWA, c/o Dominion Wine Cellars, 
PO Box 1057, Culpeper, VA 22701. For more information, contact 
Russel Hern, Dominion Wine Cellars, (703) 825-8772 or Bruce 
Zoecklein, Virginia Polytechnic Institute, (703) 961-5325. 


Grapegrowing/Winemaking Courses 
University Extension, UC Davis, CA 


MAY 13, Saturday 

Introduction to Wine Analysis This is a unique opportunity, pri- 
marily for home winemakers, to learn and perform basic wine 
analysis. Time: 8am to 5pm. Location: Room 123, Enology Build- 
ing, UC Davis. Fee: $100, pre-enroll by May 5. 


MAY 19, Friday 

Appropriate Technology for Winery Wastewater Disposal This course 
examines the uniqueness of winery wastewater, compliance with 
governmental regulations, estimating wastewater flows, disposal 
options and costs, wastewater monitoring, systems maintenance, 
and the role of geotechnical information and the use of the SCS 
Soil Survey. Instructors: David Storm, Storm Engineering + Tim 
Snellings, environmental health supervisor, Napa County. Time: 
Yam to 4:30pm Location: Clubroom II, University Club, Old 
Davis Rd, UC Davis. Fee: $100 (includes lunch), pre-enroll by 
May 12. 


MAY 20, Saturday 

Topics in Sensory Evaluation of Wine: Chardonnay and Merlot/Cabernet 
Franc. Instructor: John Buechsenstein, winemaker, McDowell 
Valley Vineyard. Time: 9am to 4:30pm. Location: University 
Club, Old Davis Road, UCD. Fee: $125 (includes lunch), pre- 
enroll by May 12. 


For further details and to enroll by telephone using VISA or Master- 
Card call 800/752-0881 in California. Davis and Dixon or out-of-state 
residents call 916/752-0880. 


JUNE 29, 30, JULY 1, Thursday—Saturday 

American Society for Enology & Viticulture Annual Meeting Dis- 
neyland Hotel, Anaheim, CA. Contact: ASEV, PO Box 1855, 
Davis, CA 95617, Phone: 916/753-3142. 


JULY 17-19, Monday-Wednesday 

World Vinifera Conference Riesling 1989: Toward the Renais- 
sance Sheraton Hotel and Towers, Seattle, WA. 

Contact: Washington Wine Commission, RO Box 61217, 
Seattle, WA 98121, Phone: 206/728-2252. 


28120 SW BOBERG 
WILSONVILLE, OR 
97070 


503-682-2596 


415-833-1833 N. California 
714-895-4223 S. California 
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| DRINKING 


A\lcohol, Health & Society 


Gene Ford 


Foreword by Thomas B. Tumer. M D 


The Benefits of Moderate Drinking 
Alcohol, Health & Society 

Gene Ford 

Abundant evidences in medical 
science, sociology and anthropol- 
ogy that alcoholic beverages are 
far more important to our daily 
functioning than we realize. 
320pp—$14.95 Order #6509 


Commonsense Book of Wine 

Leon Adams 

New 4th edition on fundamentals 
of wine and its enjoyment. 
260pp—$7.95 Order #508 


Wines, Their Sensory 
Evaluation 

M.A. Amerine & E.B. Roessler 

The standard and authoritative 
text on the subject. 
250pp—$25.95 


Modern Winemaking 

Phillip Jackisch 

A clear step-by-step guide to wine 
production to maximize quality. 
280pp—$25.00 Order #907 


The Mediterranean Diet 

C & M McConnell 

Very readable and includes good 
research on a delicious, protective 
diet with menus and recipes. 
204pp—$16.95 Order #990 


Order #511 


Winegrowing in Eastern America 
Lucy Morton 

Very comprehensive look at grape- 
growing of hybrids and vinifera in 
eastern U.S. 


$24.95 Order #923 


Wine Atlas of France 

Hugh Johnson & Hubrecht Duijker 
Very good traveller’s guide and col- 
lection of maps to vineyards. 
280pp—$35.00 Order #997 


Beaujolais: The Complete Guide 
Guy Jacquemont and Paul Mereaud 
Explores the history deep-rooted 
among the vineyards, cellars, and 
chateaux in the little-known Beau- 
jolais region. 


190pp—$29.95 Order #981 


WINE 


Knowing & Making Wine 

Emile Peynaud 

A complete survey of winemaking 
techniques, wine appreciation and 
latest scientific developments. How 
to apply results of enological re- 
search to everyday practices and 
solving winemaking problems. 
391pp— $36.50 Order #898 


Chilean Wine 

Jan Read 

First book in English on Chilean 
wines. Includes chapters on history, 
viticulture, winemaking and de- 
scriptions of the bodegas. 
176pp—$39.95 Order #6510 


WINE, A Geographic Appreciation 
Harm Jan de Blij 

Looks at wines and winemaking as 
expressions of geographic regions 
in northern and southern hemi- 
spheres. 


239pp—$24.95 Order #781 


Winemaking in California 

R.Teiser & C.Harroun 

A comprehensive & well-researched 
history of wine in California. 
239pp—$24.95 Order #759 


Encyclopedia of the 

Great Wines of Bordeaux 

Michel Dovaz 

A detailed study of the wines and 
vineyards of Bordeaux's crus classes. 
255pp—$49.95 Order #772 


Vine to Wine 

Richard Lyon 

Photographic essay on viticulture 
depicting the natural source from 
grape to wine. 


$9.95 Order #929 


Cognac 

Nicholas Faith 

This book covers the gradual de- 
velopment of Cognac from its be- 
ginning into the center of a world- 
wide trade. 


177pp—$30 Order #982 


DAVID JACKSON & DANNY SCHUSTER 


THE PRODUCTION OF 
GRAPES & WINE 
IN COOL CLIMATES 


The Production of Grapes & Wine 
in Cool Climates 

David Jackson & Danny Shuster 
Concise handbook on geographical 
distribution of the grape, grape- 
growing and winemaking. 
192pp—$39.95 Order #PW-JS 


Making Sense of Wine 

Alan Young 

A disciplined approach to improv- 
ing wine-tasting skills with scienti- 
fically-sound sensory physiology 
and practical exercises for the seri- 
ous amateur or wine professional. 
167pp—$19.95 Order #979 


Commercial Winemaking, 
Processing and Controls 

Richard P. Vine 

Practical methods & technical data 
for operating a small winery. 
400pp— $37.95 Order #712 


Anatomy of the Wine Trade 
Simon Loftus 

Easy-to-read, amusing, enlighten- 
ing conversation with insights frora 
grape to the glass. 
179pp—$15.95 Order #6504 
Vines, Grapes & Wines 

Jancis Robinson 

A comprehensive evaluation of all 
major wine producing areas of the 
world in terms of grape varieties 
and their relationship to climate, 
soil and viticultural practices. 
280pp—$29.95 Order #960 


Champagne 

Tom Stevenson 

Comprehensive evaluation of viticul- 
tural and vinification practices in- 
cluding village-by-village assessment 
of all vineyards and 90 producers. 

416pp—$39.95 Order#947 


Burgundy: The Country, 

The Wines, The People 

Eunice Fried 

An in-depth, personal travelogue 
which gives a real feeling for the 
people of Burgundy and their tra- 
ditions. 


205pp—$17.95 Order #950 


ENGLISH - FRENCH 


Wine Dictionary 


Over 3500 words and phreses: 
fram the world of wine 
compiled by 


PAUL CADIAU 


Lexiwine 
Paul Cadiau 
English-French Wine Dictionary 
containing over 3,500 words and 
phrases in grapegrowing and wine- 
making. Easy-to-carry 4” x 7¥2" 
paperback format. 
$9.45 


Table Wines, The 

Technology of Their Production 
M.A. Amerine & Joslyn 

The professional winemaker’s text. 
879pp—$40.00 Order #509 


Methods of Musts & 

Wines Analysis 

Amerine & Ough 

Provides technique and data neces- 
sary for winemaking. 


341pp—$75.00 


A Practical Ampelography, 
Grapevine Identification 

Pierre Galet, translated by Lucie 
Morton. 

All varieties, hybrids, rootstocks, 
etc. 

256pp—$39.95 Order #610 


Great Wine Puzzle Book 

Over 100 challenging cross-word, 
fill-in puzzles on winegrowing 
topics. \ 
$9.95 


Order #WD-PC 


Order #732 


Order #975 


General Viticulture 
A.J. Winkler, Cook, Kliewer & Lider 
The definitive book on grapegrow- 
ing from U.C. Davis 


780pp—$35.00 Order #549 


Yquem 

Richard Olney 

Informative text and photos cover- 
ing history, soil, climate, vinifica- 
tion of Chateau Yquem and many 
food suggestions for Yquem. 
165pp—$45.00 Order #961 


Rich, Rare and Red 

Ben Howkins 

Concise history of Port and Port 
trade including soils, climate, spe- 
cies of vines, and viticulture of 
Douro Valley, Portugal. 


159pp—$9.95 Order #985 
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WOKOODDDONNIOOODOONNTHOAODNOTNTHAOOOOTNTTOODOONNTNTHAHOOOONAHOONDDAAH AAA 
Winery Electrical Power Distribution - Part rv 


Ken Arthur 
Oneto & Arthur Engineering, Inc. 


The electrical power distribution sys- 
tem in an industrial facility looks either 
like a labyrinth of conduits running in 
all directions (if the system is run above 
ground) or a scattering of electrical 
panels (if the system is underground). 

In either case, just looking at it gives 
no clue as to how it works, how its com- 
ponents are interrelated, or, most impor- 
tant, how it can be expanded or modi- 
fied to accommodate changing process 
needs. 

It’s like a bottling line. You can’t assume 
you can replace an existing filler with 
one that will run at twice the speed. 
Nor can you assume that you can re- 
place a manual bottle-dumping system 
with an automated depalletizer and 
uncaser—not unless you have a layout 
or plan that enables you to determine 
the results of such equipment changes. 

The need for such plans may seem 
obvious, but many production facilities 
lack layouts of their electrical systems. 
In virtually every industrial process 
facility our company has been involved 
in, there is a significant lack of informa- 
tion regarding electrical power distribu- 
tion within the facility. 

Management usually depends upon a 
plant electrician to keep things going. 
Unfortunately, when the layout of your 
electrical system exists only in the mind 
of your electrician it makes the system 
vulnerable. If he or she is sick and there 
are problems, it may take days for an 
electrician who is not familiar with the 
system to locate a problem. 

However, this is not the only reason a 
plan, on paper, of your electrical sys- 
tem is an important management tool. 
Without it, you cannot effectively plan 
an expansion and/or addition to your 
winery. 

We presently are consulting for a very 
large food processor, each of whose 
plants is five to six times larger than the 
largest Napa Valley winery. The con- 
nected loads in each plant run into 
thousands of horsepower; each plant 
has several 3,000 and 4,000 amp serv- 
ices at voltages ranging from 4,160 down 
to 240 volts. Yet none of the plants has 


even a one-line diagram of their elec- 
trical power distribution system. 

The distribution systems of each serv- 
ice overlap each other, and each service 
has multiple feeders and hundreds of 
branch circuits. Yet nobody has a clue 
as to how much connected load they 
have on each one. They guess at capa- 
city and add load to a service until they 
can't add anymore. 

Trying to document the system at this 
point is a major engineering feat requir- 
ing hundreds of manhours to trace out 
the system and put it on paper. 


As I have written previously, most 
wineries do an excellent job of planning 
their refrigeration, compressed air, water, 
and nitrogen needs. Thus I am continu- 
ally astounded that the same consider- 
ation is so rarely given to the electrical 
system. You cannot assume that your 
new load can just be ‘plugged in’ unless 
your electrical plan shows that it can be. 

Discussed below is what your electri- 
cal plan should consist of (minimally) 
and how to go about obtaining and doc- 


umenting the information. 
continued 


FIGURE 1—ONE LINE DIAGRAM AT SERVICE #1 
(TYPICAL ONE LINE DIAGRAM INFORMATION) 
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Assembling an Electrical One-Line Diagram 

Fig. 1 shows a typical one-line diagram 
for a service of any size and any volt- 
age. Only the information on the dia- 
gram would change for your system, 
not the construction. Essentially, the 
one-line diagram is a recap of your elec- 
trical power distribution system. 

It shows the components, their size, 
and how they are connected. It should 
also contain load information that is up- 
dated when load is added or removed. 
This information should be gathered, 
assembled in this form, and kept up-to- 
date by your electrician. 

If the work is done by an outside elec- 
trical contractor who also has designed 
the system, do not pay his final bill until 
he has provided you with reproducible 
copies of a one-line diagram of your 
system. 

Panels identified on a one-line diagram 
should have the same identification 
permanently marked on the outside of 
the corresponding panel in your plant. 
If you do not have a system of switch- 
board, panel, and motor control center 
identification, a simple method is shown 
in Fig. 2. 


FIGURE 2—IDENTIFICATION OF ELECTRICAL POWER 
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Starting at the top of your one-line 
diagram you will want to have the fol- 
lowing information, in this order: 


1. The voltage and type of system 
you have, 1.e., 3-wire or 4-wire. 


2. Your utility company will give you 
the short circuit amps available at the 
secondary terminals of their transformer. 
The National Electrical Code requires 
that the circuit protective devices (circuit 
breakers or fuses) in your main service 
switchboard be capable of interrupting 
the maximum short circuit current that 
the utility can supply through their 
transformer. 


You should have this information so 
that your electrician or electrical con- 
tractor does not install equipment that 
is incapable of handling the available 
short circuit current. 


3. The utility meter number and cor- 
responding account number. When you 
ask the utility annually for the informa- 
tion detailed in item #4, give them the 
specific meter and account number of 
the service. 


4. The highest ‘created demand’ and 
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the corresponding ‘power factor’ in the 
previous twelve months. It may be that 
your electrical service is not large enough 
for the serving utility to demand-meter. 
Essentially, the ‘created demand’ is the 
largest continuous load recorded by the 
utility during the past year. If you di- 
vide the ‘created demand’ by the ‘power 
factor’, you will have the ‘created KVA’ 
(Kilavolt amperes or 1,000’s of volt- 
amperes). 
KVA=KW/pf 

If you then divide KVA by the system 
voltage (480, 240, or 208) and multiply 
by the square root of 3 (1.732), and mul- 
tiply by 1,000, you will have the created 
demand in amps. 

Demand Amps=(KVA/ Voltage x 1.732) 
(1,000) 

Knowing the demand ampere load on 
your service will tell you how much 
capacity you have left in your service 
equipment. I cannot think of anything 
more expensive than to find out, after 
you have purchased and installed your 
new refrigeration equipment, that your 
electrical service is tripping out on 
overload. 

In general, your service switchboard 


can be safely loaded to 80% of its rat- 
ing. For example, a 1,000-amp switch- 
board can carry a continuous load of 
800 amps. If you keep your one-line 
diagram information up-to-date, you 
will know how much load you can add 
—you won't have to guess. 

5. The size of your main circuit pro- 
tective device, whether it be a circuit 
breaker or fused switch, including its 
AIC (amps interrupting capacity) rating. 

6. The ampere rating of the main 
switchboard bus and its bracing rating. 

7. The size of each feeder circuit pro- 
tective device and its corresponding 
AIC rating. (The ‘K’ means 1000’s or 
30KAIC=30,000 AIC.) 

Note that circuit #4 in Fig. 1, the in- 
stalled circuit protective device, has a 
short circuit rating of only 14,000 AIC, 
and the available short circuit current is 
20,000 amps. It is obvious that this de- 
vice is improperly applied and a poten- 
tial hazard to both personnel and 
equipment. 

8. Show the wire and conduit size for 
each circuit. 

9. Show any transformers that are fed 
directly from the main service. 
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10. A description of the panel and 
area supplied by each feeder. 

11. A more detailed description of 
the load as follows: 
HP CONN. 
Horsepower connected 


NPA CONN 
Name Plate Amps connected 


Ampere Demand 
Measured Load (more about this in the 
next article.) 


Date (from __ to __): Period during 
which Ampere Demand Measurement 
was taken. 

As mentioned above, virtually all of 
this information is readily available from: 

1. The utility (items 2, 3, and 4); 

2. The manufacturer’s drawings of 
your service switchboard (items 1, 5, 6, 
and 7); 

3. By inspection of the installed equip- 
ment in your facility (items 8, 9, 10, and 
11). 

In the next installment, I will describe how 
to keep track of the electrical loads on your 
system components and explain how they 
can be invaluable to you in planning load 
additions and changes. 
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DIE-CUT LABELS 


More 


Martha Raaka 


It takes years, sometimes genera- 
tions, to produce a great wine. But 
most consumers take only a few 
minutes to decide which wine 
they will take home. Like it or 
not, that decision will be based 
primarily on the wine label. 

Designers use several ele- 
ments to produce successful 
wine labels. One important 
consideration is shape. Many 
marketing experts agree that 
the shape of a wine label ini- 
tially draws one’s attention 
and is easily recognized and 
remembered. An unusual 
shape can leave a lasting vis- 
ual impression. 

Two die-cutting methods 
can produce special arcs, dra- 
matic curves and unique 
shapes. First, a die made with 
steel-rule isa metal stamp that 
works much like a cookie 
cutter. The die cuts outa shape 
similarly to the way a printing 
press leaves a graphic image. 

The other type of die-cutting 
is done on a PMC (Printing 
Machinery Corporation) ma- 
chine. This type of die-cutter 
works like an old-fashioned 
wine press in reverse. The ma- 
chine pushes labels up 
through a machined stainless 
steel die and cuts them in one 
quick piston motion. 

The PMC machine cuts sev- 
eral hundred labels at a time, 
so this isa popular method for 
larger quantities (usually over 
200,000 labels or more). If a 
design requires tight registra- 
tion, however, the steel-rule 
die is usually preferable. 

Why die-cut the face label? 
What must be considered be- 


hat: 


ALEXANDER VALLEY ~ 
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en 


Photos by: Tintype Graphic Arts 


fore die-cuttting a label? Why 
do some wineries spend extra 
time and money on neck la- 
bels? Whatare the extra costs? 
Below is a checklist for de- 
signers and wine marketers: 


Than Just 
a Pretty Shape 


1. Is the Marketing Value 
Worth the Extra Cost? 

Experienced graphic artists discuss the 
marketing plan with the winery before a 
label is designed. A die-cut label involves 
an extra machine function, therefore, an 
extra expense. Label design, the quantity 
of the run, and the size of the press sheet 
all determine the extent of that cost. 

The die itself can be an additional invest- 
ment of $100 to $600. However, this is 
often a one-time expense for wineries that 
produce fewer than 1,000,000 cases/year. 
A steel-rule die can make one to four 
million impressions before it needs to be 
resharpened, and it can be resharpened 
many times before it needs to be replaced. 

For some small wineries, the added 
expense of die-cutting labels nearly 
doubles the label cost. This does not in- 
clude other production costs down the 
line. The unusual shape of a specially cut 
label could also slow down the bottling 
line. It almost always requires additional 
equipment (costing up to $10,000) that 
must be adapted to the bottling line. 

For the Au Bon Climat label, the unusual 
shape was worth the extra cost. “The idea 
was to come up with a label that was tra- 
ditional, yet so distinctively different that 
it would be noticed,” said Adam Tolmach, 
winemaker and part owner of the winery. 
“Tt has surely worked well for us.” Tol- 
mach’s printing cost is a little more than 
$.05/label, but he does not have other 
added costs because the bottles are la- 
beled by hand. 

Hacienda Winery changed its label de- 
sign as other changes were in process at 
the winery. According to winemaker Eric 
Laumann, the wine label design was part 
of anentire marketing plan to upgrade the 
winery. 

Wesley Poole, Napa, CA, developed the 
logo as well as the new label design. The 
idea was to give an entirely different pres- 
entation to a winery that was, in essence, 
entirely new. 

“Due to all the changes, we had a better 
product, a different product, so it was im- 
portant to invest in a new presentation for 
the winery,” states Laumann. “Our sales 
have definitely increased. We can’t give 
all the credit to the label, but it was an im- 
portant element in our marketing plan.” 
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1986 


Classic Red 


2. What are the Reasons for 
a Die-Cut Wine Label? 

Neck labels must be die-cut, but there 
is a choice with face labels which may 
be die-cut for a variety of reasons. In 
some cases, labels are die-cut because 
of the bottling equipment. 

Many high-speed bottling machines 
require a trim that is tighter than indus- 
try standards. Typical cutting methods 
are not so exact as die-cutting. The in- 
dustry standard of 1/32” allows too 
much tolerance for some labelers. 

Another reason many labels are die- 
cut is to prevent flagging. The corners 


SUPPLY 


PICKERING WINERY 


& i oe ee 
lMSo SONOMA COUNTY 


Cfardennay 


of a label are slightly rounded so they 
do not come unglued easily. The Paul 
Masson and Cribari labels are die-cut 
for these reasons. 

Graphic designers often consider us- 
ing a die-cut shape to enhance a design 
element within the label. For instance, 
a circle or oval shape at the top of a label 
often lends itself to an arc die-cut. Cha- 
teau St. Jean, Monterey Vineyards, and 
Hacienda Winery are good examples. 

The contoured shape of the Gloria 
Ferrer champagne label satisfied a num- 
ber of design functions. John Farrell of 
Colonna Farrell: Design Associates, St. 


Helena, CA discussed preparation of 
this label, “We began by developing a 
logo to give focus and identity to the 
Ferrer name. Next, we explored die-cut 
shapes to both cradle the logo and re- 
flect the Spanish heritage of the winery.’ 

Colonna Farrell did extensive research 
on Spanish architecture to find the right 
shape to make the strongest possible 
visual statement. “When we were select- 
ing the shape, we also had to take into 
consideration the neck label,” added 
Farrell. “Once we found something at- 
tractive, we tried it out on all bottle 
S1Zes. 

Some designers have found that the 
unique shape of a label not only en- 
hances the bottle shape but also draws 
immediate attention to the label. The 
stair-step shape of the Hanna label is a 
good example. Although he had other 
reasons, designer Michael Manwaring, 
San Francisco, CA, cites shelf presence 
as the primary one. 

“In 1986, when Hanna introduced 
their first wine, they knew they would 
have a very limited advertising budget,” 
said Manwaring. “This meant that most 
of the selling would be done by the 
label.” 
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Manwaring decided to create a label 
that was so distinctive the consumer 
would have to stop and look at it. He 
also believed that once a consumer tried 
Hanna wine, they would like it and re- 
member “that wine with the different 
label.” 


Hanna Winery, which produced 13,000 
cases in 1988, has two sizes of stair-step 
label: a shorter one to fit burgundy bot- 
tles for Chardonnay, and a longer one 
to fit bordeaux bottles for Cabernet 
Sauvignon and Sauvignon Blanc. The 
winery uses a Krones passmatic rotary 


labeler that applies a full glue pattern. 


3. Will the Shape Enhance 
All Bottle Sizes? 

Work with a designer. Give all of the 
possible bottle sizes. Better yet, provide 
bottle samples. A shape that may look 
good ona 1L or 1.5L bottle may not do 
well on a 750ml bottle. It is important to 
examine the newly designed label on 
every bottle to be used. A designer 
considers bottle sizes and shapes just 
as he matches inks, foilstamping, and 
capsules. 

“The label's shape and how it comple- 


ments the bottle contributes to the over- 
all impact of the packaging,” states Linda 
Farbstein of Tintype Graphic Arts. Farb- 
stein has been designing wine labels 
for Blake Printery for 12 years. “Now 
with custom-made bottles, it’s important 
to see each bottle. We want to look at 
the variations in slope and design for a 
particular shape.” 


4. Will the Label Work with 

the Winery’s Equipment? 
If a die-cut shape is new, it is important 
to order paper to make blanks. This 
allows the winery to try it out on their 
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labeler to make sure the shape will 
work. It is not unusual to discover the 
need to purchase new platens or modify 
existing ones or to make other adjust- 
ments to equipment. 


If a winery uses a mobile bottling line, 
the operator will appreciate the oppor- 
tunity to see any new shape. This will 
avoid headaches and save money. 


Hacienda Winery sent blanks to the 
manufacturer of its new labeler. The 
glue segments were cut to the exact 
shape for the two label sizes; adjust- 
ments for the different sizes are easy to 
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make. Laumann says the bottling line 
operates twice as fast as the old one; 
they have had no problems. 

For some wineries, the adjustments 
for a die-cut label have been costly and 
time-consuming. For example, Arciero 
Winery, Paso Robles, CA, waited for 
three months to get the part they needed 
for the new Monte Verde Label. Once 
the part was received, however, the 
labeler ran smoothly. 


5. How Will It Work When Packing? 
It is a good idea to put blank labels on 
bottles and try them out with packag- 
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ing materials. If bottles are packed neck 
first, some die-cut shapes can get 
caught on the edge of the carton. Solu- 
tions for these problems can be simple, 
but they may add extra time or extra 
costs to the total package. 


6. What Design Factors Make Die-Cut 
Labels More Difficult to Produce? 
Uneveness can result when borders 
are very close to the die-cut edge. In 
order to achieve tight registration, a 
steel-rule die is preferrable to the PMC 
die. In addition, it may be necessary to 
reduce the number of labels on the 
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press sheet. 

Foil that bleeds off the edge of a label 
can create problems, too. Sometimes 
the foil will buckle if the die is not sharp 
enough. Again, in most cases a steel- 
rule die is necessary. 


7. What Type of Paper is 
Suitable for Die-cutting? 

Some papers do not work well with 
special die-cuts. Papers with especially 
soft fibers may tear and fray. This causes 
the cut to look uneven. Coated stock 
tends to have a crisper edge, but Estate 
papers work satisfactorily if the die is 
kept sharp. If you are committed to us- 
ing a specific paper, consider this care- 
fully before changing the shape of your 
label. 


8. What are the Factors in 
Selecting Neck Labels? 

Unlike the back label or the face label, 
a neck label adds little consumer infor- 
mation. Why do so many wineries go 
to the extra trouble and expense of deal- 
ing with another label? Neck labels are 
traditionally used on champagne bottles, 
bordeaux bottles, and many German 
wines. The function of this extra com- 
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ponent is mainly an aesthetic one, an 
artistic element that helps finish the 
product and encourages the consumer 
to focus on the wine. 

Sanford Winery, Buellton, CA uses 
neck labels on every varietal. The label 
design was a collaboration between ar- 
tists Sebastian Titus and Wesley Poole. 
“This was one of the first labels to use 
wildflowers,’ explains Poole. “The art is 
very California, but the typestyle and 
shapes are very traditional. The neck 
label helped to give it the traditional 
look we wanted to maintain.” 
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Summary 

A die-cut shape is just one of many 
design elements in wine labels. Experi- 
enced graphic designers agree that in 
today’s competitive market, you cannot 
look at just one aspect of packaging. 
“It’s the overall impact of how every- 
thing works together,’ adds Wesley 
Poole. “The wine label itself is only one 
piece of the packaging puzzle.” 

Selecting a die-cut label is usually a 
marketing decision, but it is one that af- 
fects almost every aspect of wine label 
production. Costly delays and unex- 
pected expenses can be avoided by con- 
sulting with your printer, experiment- 
ing with your bottling equipment, and 
examining your packaging before you 
hand over your artboards. 


Martha Raaka is a member of the wine 
label team at Blake Printery, San Luis 
Obispo, CA. Other members of the sales 
staff are: Jerry Zalusky, Randy Ramos, 
Daniel Hughes and Judy Babcock. Working 
with wineries throughout the USA, the 
staff has learned that die-cut labels affect all 
steps in wine label production, from design 
and printing to bottling and packing. 
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Stiellahme, also known as bunch stem necrosis, is a common 
physiological disorder in wine grapes (White Riesling, Syl- 
vaner, and Pinot noir) in Europe which affects the cluster 
framework'8 and results in the collapse of berries before har- 
vest!. The rapid development of Botrytis on affected clusters 
can also result in significant yield losses when portions of 
clusters fall to the ground before harvest (Theiler, R., personal 
communication). 

Similiar disorders (known as ‘water berry’ and ‘shanking’, 
respectively) have been described in Thompson Seedless 
grapevines grown in the San Joaquin Valley” of California 
and in table grape vineyards in New Zealand.° In addition, 
early bunch stem necrosis (EBSN) has recently been described 
in Australia and New Zealand vineyards!'. 

The latter condition does not appear to be related to insect 
or fungal disease pathogens, poor set, or improper fertiliza- 
tion, and may be physiologically related to Stiellahme!!. 


Symptoms similar to both EBSN at bloom, and Stiellahme 
between veraison and harvest, were identified in a vineyard 
in Napa Valley, CA during the 1988 growing season. The 
weather during bloom was unusually cool and wet. The 
average maximum daily temperature was 22.7°C during a 
prolonged bloom period, contrasted with 32.5°C during a 
shorter bloom period in 1987. Approximately 0.75” of rain fell 
during bloom in 1988 compared to no rainfall during the 1987 
bloom period. There were no symptoms of Stiellahme or 
EBSN in 1987. 


In Wadenswil, Switzerland, the increasing occurrence of 
Stiellahme has been associated with average maximum daily 


Cabernet Sauvignon cluster affected by bunch stem necrosis. 


temperatures of less than 28°C during the bloom period”. 
Thus, it appears that meteorological conditions associated 
with the development of Stiellahme were present in Napa 
Valley during the 1988 growing season. 

Bloomtime temperatures, however, have not completely ex- 
plained the occurrence of Stiellahme in European vineyards!®. 
Other factors, including rainfall and vine nutrition, have been 
associated with the development of Stiellahme>!”, water 
berry’, and EBSN!. The application of magnesium salts has 
had positive effects on reducing the incidence of Stiellahme®, 
but no effect on the development of water berry” or EBSN!. 

Similarly, calcium has been associated with both the sup- 
pression of Stiellahme!” and the induction of EBSN.!! In- 
creased levels of ammonium nitrogen (NH4—N), however, 
appear to be positively correlated with both the occurrence of 
water berry” and EBSN!1. The application of N fertilizers has 
also been associated with increased levels of Stiellahme in 
vineyards in Switzerland® and water berry in the San Joaquin 
Valley.” 

Aside from reducing potential crop losses due to bunch 
stem necrosis, understanding and controlling this disorder 
may have added significance because of the relationship be- 
tween nitrogen metabolites and ethyl carbamate in wine. 4 
Therefore, a study was initiated to examine the relationships 
between vine N status and bunch stem necrosis in a Napa 
Valley vineyard. 


Vineyard Characteristics 
The vineyard is located on a Bale clay loam (fine-loamy, 
mixed, thermic Cumulic Ultic Haploxeroll) soil?! in the Stag’s 
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Fig. 1. The relationship between rachis Total N and NH4y—N in 
Cabernet Sauvignon and Merlot clusters at midseason. 
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Cabernet Sauvignon and Merlot clusters at midseason. 
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Fig. 3. The relationship of berry NH4—N at midseason to argi- 
nine-N in juice of Cabernet Sauvignon and Merlot 
clusters taken from the same vines at harvest. 
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Table 1. Fruit composition of healthy Cabernet Sauvignon 
clusters and clusters with bunch stem necrosis at harvest. 
NH3-N reported as arginine-N (X+se). ™ ™ ns: Significant 


at 5%, 1% and nonsignificant respectively. 


°Brix TA pH K NH,—N Arg-N Malate Phenols OD420/590 
g/100 ml mg/l mg/l mg/l gil mg/l 


Healthy 21.8+0.2 0.90+0.01 3.3240,01 2257483 1159471 186425 2.60+0.26 230412 1.2040.02 
Necrotic 26.8+1.1 0.93+0.06 3.4140,02 2807+132 1290465 232425 3.3640.24 493478 1.0540.07 
Significance’ * ns *f 5 ns ns ns ns 


Leap area of Napa Valley. This soil is somewhat poorly drained, 
has an available water holding capacity of between 6 and 9 
inches, and a rooting depth of more than five feet.*! 

The Cabernet Sauvignon and Merlot vines are grafted to St. 
George, AXR#1, and 3309 rootstocks, cordon-trained, and 
spur-pruned to a T-trellis with two moveable catch wires. Due 
to excessive vegetative growth, the vines are routinely shoot- 
suckered along the cordon, shoot-positioned, and trimmed. 
However, bloomtime petiole NO3-—N levels were less than 
600 ppm during the 1988 season. 

Although bloomtime temperatures were below normal in 
1988, midseason daily maximum temperatures were 37°C for 
approximately one week in July. These high temperatures 
resulted in some immediate cluster raisining due to sunburn. 
However, no symptoms of water stress were evident in the 
vines during the remainder of the season as temperatures 
returned to ‘normal’ (maximum 27 to 32°C) throughout Au- 
gust and September. 


Cluster and Juice Measurements 

Two five-cluster samples were taken from each of six Caber- 
net Sauvignon vines on St. George, AXR#1, and 3309 root- 
stocks, and from three Merlot vines on St. George rootstock 
after the symptoms of EBSN developed, but before bunch 
stem necrosis symptoms occurred, 1.e., between bloom and 
veraison. Berries were separated from the cluster rachis, 
counted, dried at 70°C, and analyzed for total N, and NH4—N. 
(Figures 1, 2, and 3) 

On Sept. 13, 1988, Cabernet Sauvignon berries from healthy 
and necrotic clusters were separated from the rachis and 
their °Brix, pH, titratable acidity, total phenols, K", argi- 
nine-N, NH3-—N, color hue (OD429/520), and malate deter- 
mined from juice samples. (Fig. 3, Table I) 


Results and Discussion 

The concentration of total N in the cluster rachis was posi- 
tively correlated with the concentration of NH4—N at mid- 
season (Fig. 1). A similar relationship has been described be- 
tween rachis total N and NH4—N in Thompson Seedless vines 
exhibiting water berry symptoms.’ 

In a survey of 13 San Joaquin Valley Thompson Seedless 
vineyards, the concentration of NH4—N in the rachis was 
greater in clusters with water berry symptoms than in normal 
clusters.7 The symptoms occurred predominantly at levels 
above 3,000 ppm NH4-—N in the rachis. 

The concentration of NH4-—N in the rachis and the number 
of berries per cluster was observed in this vineyard at mid- 
season (Fig. 2). Ammonium toxicity has been shown to cause 
stem necrosis in tomato plants! and to disrupt photosyn- 
thesis. 5 

A reduced flow or supply of carbohydrates to the cluster at 
bloom could possibly increase flower abortion. Because the 
berries were separated from the rachis after fruit set, one can 


é 
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only speculate whether toxic NH4—N levels caused the poor 
set or whether NH4—N accumulated in the rachis due to the 
loss of potential sinks (i.e., berries) at flowering. 

However, other evidence suggests that the number of flowers 
and, subsequently, berries affects the incidence of this dis- 
order. The development of Stiellahme has been associated 
with a decreased number of flowers per cluster!9, decreased 
number of clusters per vine!3, and increased coulure4 (poor 
set). Hormonal imbalances which may occur with a reduction 
in the number of viable flowers at bloom have also been 
associated with the development of Stiellahme.3 

In addition to a potential reduction in harvestable yield, 
bunch stem necrosis also affects fruit quality. The composi- 
tion of Cabernet Sauvignon clusters with bunch stem necrosis 
was significantly different from the composition of healthy 
clusters harvested from the same vines on the same day 
(Table I). 

The fruit from necrotic clusters had increased sugar accumu- 
lation (°Brix), pH, total phenols, K*, arginine-N, NH3—N, 
and malate concentrations, but decreased color (OD420/520) 
compared to fruit from healthy clusters (Table I). These differ- 
ences may be partially attributed to dehydration effects after 
berry collapse occurred . 

In contrast, under European conditions the effects of Stiel- 
lahme on fruit composition usually result in berries with de- 
creased sugar accumulation and increased acidity compared 
to normal fruit.1 This may be a result of an earlier develop- 
ment of the necrotic symptoms (i.e. at a lower °Brix) under 
European compared to California conditions. 

Finally, the concentration of NH4—N in the berries at mid- 
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season was positively correlated with arginine-N in the juice 
at harvest (Fig. 3). This is of potential interest since high levels 
of arginine-N and urea in must have been correlated with in- 
creased levels of ethyl carbamate in finished wine. !4 

Arginine-N levels in juice and canes have been proposed as 
measures of vine N status; 12 however, critical levels have not 
been established for wine grape varieties. 

In conclusion, if vine N status is related to the development 
of this disorder, there is, in addition to the immediate effects 
on yield and fruit composition, a potential for recurrence in 
subsequent seasons, since signficant amounts of N are stored 
in the permanent parts of the vine.2 The recurrence of bunch 
stem necrosis and other aspects will be investigated in the 
same vines during the 1989 growing season. 


Summary 

Symptoms similar to both EBSN and Stiellahme/ water berry 
were identified in a Napa Valley vineyard. Bloomtime tem- 
perature and rainfall conditions associated with the induction 
of Stiellahme were present in Napa Valley during 1988. 

Clusters with fewer berries had increased NH4-—N levels in 
the rachis compared to clusters with ‘normal’ fruit set. Ele- 
vated NH4-—N levels in both soil and clusters have been asso- 
ciated with the increased incidence of these disorders. 

The fruit from necrotic clusters had significantly increased 
°Brix, pH, total phenols, and K* compared to fruit from 
healthy clusters at harvest. 

Further studies ot vine nitrogen metabolism may lead to con- 
trol of both yield-reducing factors such as bunch stem necrosis 
and wine quality aspects such as ethyl carbamate formation. 
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New Tasting Room 


Dry Creek Vineyard recently opened a 
new 600 sq. ft. tasting room, part of a 
$450,000 expansion and remodeling at 
the Healdsburg (CA) winery.: The new 
facility includes a loft for private group 
tasting, remodeled offices, outside rest- 
rooms, and landscaping. 

Focal point of the tasting room is a 
30-foot long bar, measuring 4 feet high 
and 18 inches deep. The height of the 
bar allows good eye contact between 
wine service personnel and customers. 
A 25-inch deep, three-foot high counter 
is behind the bar. There is a 40-inch 
wide aisle for employees in front of a 
25%4-inch deep back counter which is 
also three feet high. 

The bar surface consists of wooden 
wine box ends (brands from both Cali- 
fornia and France) protected by an epoxy 
coating. The bar does not have a foot 
rail, a feature which can encourage visi- 
tors to stay at the bar. The dishwasher 
is under the service counter, and sinks 
are set in the counter. 

Ona busy day, red wines are served at 
one end of the bar and white wines at 
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the opposite end. A fireplace is oppo- 
site the bar to help draw visitors away 
from potential congestion at the serv- 
ing bar. 

The room can accomodate 40 visitors 
comfortably and 50 maximum. There is 
a 360 sq. ft. entrance foyer with storage 
space on the second level. 

The stone floor and stone/surface con- 
crete construction gives the room a well- 
established feeling. Oak wood trim on 
the wooden stairs and loft add warmth. 
The stone/surface blends in well with 
the older, attached winery building. 

A refrigerator with sliding glass doors 
is behind the bar. It is 642 feet high, 
6-feet wide, and 42 inches deep, and 


A handsome wooden gift pack containing two stellar 
products from the California Earth. A full pound of 
Orchard Home brand nuts, half pound of almonds, half 
pound of pistaccios. 


One bottle of YOUR wine 


Gift box lid branded with YOUR name and logo. 
Priced to sell at that prime consumer window of 


$20 to $25. 


Call for details. 


Chris Rota, Word of Mouth, Inc. 


507 Jachetta Court, Healdsburg, CA 95448 


(707) 431-8131 


holds 252 750ml bottles, enough to 
supply busy open house events. Low 
incandescent lights over the bar give a 
warm feeling. High ceiling flourescent 
lights illuminate the room and large 
windows allow in natural light. The 
room temperature is kept at 71°F (by 
heat or air conditioning) year-round. 
Case goods and bottles are sold at the 
bar, which has a cash register at one 
end. Non-wine items for sale include: 
books, gift cards with wine labels, lapel 
pins, silver pins, cork pullers, T-shirts, 
hats, wine bottle wet suits, and belt 
buckles. No other auxiliary items are 
planned; Dry Creek Vineyard wants to 
sell wine. a 
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Telling the 
Quality Story 


Chris Rota 

Each year, millions of tourists visit the 
Wine Country. Most come to these bu- 
colic settings to escape the hustle and 
bustle of their daily, urban lives. Others 
arrive to experience the Wine Country 
scene and its unique culture in the 
hopes that the reality will live up to 
their Falcon Crest television series images. 

A precious minority come searching 
for a ‘discovery’ to take home to share 
with friends. That discovery package 
consists of a quality product and the 
‘story’ that surrounds it. 

No matter what the customer's agenda 
or purpose, the winery story as it is re- 
lated in the tasting room environment 
becomes the spur to spontaneous retail 
purchases and, more important, to the 
mental image of your winery, which 
may trigger additional purchases in the 
months and years ahead. 

In short, your ‘story’ has to be good. It 
should be researched and structured so 
it can be easily followed. It should be 
well-delivered and aimed at the interest 
level of the people listening. The follow- 
ing focuses on your ‘story’ and the tech- 
niques of delivering it to the tasting 
room visitor. 


Successful Stories have a Purpose 

One of the main objectives in visitor 
presentations is to position the winery 
in the consumer's mind through com- 
parisons and contrasts. The comparative 
story is woven in such a way that the 
winery fits into and assumes the general 
appeal of its region or appellation. That 


is, all the virtues of California or Wash- 
ington, or, more specifically, of the Napa 
Valley or Columbia River Basin, apply 
to your vineyards and winery. 

At the same time, the story of contrast 
isolates your winery from all others by 
virtue of its unique vineyard location(s) 
and microclimate(s), or your particular 
winemaking philosophy and goals, 
equipment, and techniques. In other 
words, while your winery fits into and 
becomes an integral part of the total 
tapestry, it’s bold design in that tapes- 
try stands out and sets it apart from 
others. 

Your entire presentation should be 
formatted around this concept. Every- 
body has their place in the Wine Coun- 
try sun. A competitive winery should 
never be placed in a lower position, 
ridiculed, or have its products deni- 
grated by anyone in your tasting room. 
When this occurs, your winery’s credi- 
bility is at stake. Place yourself in a visi- 
tor’s shoes when this comment is heard: 

“Our ___._ Blanc is just head and 
shoulders over ABC’s. Even though 
they lead the market today, they have 
become so large that their product has 
just turned to garbage. Taste ours and 
see the difference.” 

It is not uncommon to overhear random 
remarks like this one in tasting rooms 
(the language used concerning a com- 
petitor’s quality level is not exaggerated 
either). Would it not be better to hear: 

“ABC's Blanc is made in their 
own style and they enjoy great success 
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with it. We have a different approach 
for making our _ Blanc. It produces 
a unique character and yields exceptional 
high quality wine by...” 

The tasting room staff should be re- 
hearsed on questions like: What do you 
think of . . .? What is your favorite? 
Would you buy ABC’s wine? Leon 
Adams has a great response. When 
asked that loaded question about im- 
ported wines, he often replies, “The 
greatest French wine . . . (pause). . . 
comes from France; and of course, the 
greatest California wine comes from ...’ 
you guessed it. 


Successful Stories have Interest 

Bear in mind that most visitors, by the 
end of a day, have seen many vineyards 
and are familiar with stainless steel 
tanks, wooden barrels and casks. 

However, your winery’s casks, tanks 
and barrels can be different if the tour 
guide/host makes them sing with a 
romantic story. Everyone, whether eno- 
phile or novice, loves a mixture of his- 
tory, mystique and romance. Here is 
one example that pertains to wood 
ageing: 

“Why is wood, particularly oak, used 
to age wine? Wood has small amounts 
of tannin, which balances the acids and 
alcohols in wine, chemicals which have 
a propensity to break down materials 
and cause them to rot. 

The Romans were the first to build 
barrels, and they packed and shipped 
many materials, from nails and olive oil 
to wine, in oak. They preferred oak be- 
cause of its neutrality, hardness and 
durability in shipping. 

Other woods were too resinous or 
too soft or imparted some off flavors. 
Sometimes you will see willow saplings 
wrapped around the chimes and bilges 
of a barrel [point to specific areas]. This 
is a practice going back to the earliest 
days in France, and it protects barrels 
from banging around ships and docks. 
It is still practiced in many wineries 
today. 

What is amazing about oak ageing is 
that science still does not completely 
understand the process of wood ageing. 
It is generally understood that minute 
quantities of oxygen permeate the wine 
through the pores and staves of the 
barrel and a certain amount of that oak 
extract is imparted to the wine. But 
how each barrel or cask will affect its 
wine remains a great mystery. 

For example, the same wine, picked 
the same day from the same vineyard, 
may be placed into two identical barrels. 
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One will develop into a voluptuous, 
full wine while the other will become 
merely soft and pleasant. 

To this day, nobody has a full expla- 
nation of what goes on behind this 
wooden surface [gesture]. It explains, 
however, why the winemaker must peri- 
odically taste the wine from each 
wooden vessel to check its development?’ 

Now THAT is romance—It entertains, 
it intrigues, and it rivets the listener’s 
attention to what you are saying, and to 
what you are about to say, particularly 
when it applies to your wines. 

It is good to use as many analogies as 
you can. Anytime the listener, whether 
enophile or neophyte, can relate your 
detailed, scientific explanations or de- 
scriptions to a familiar process or object, 
the story/lesson is grasped and retained. 
For example: 

a: Cold stabilization is like making 
rock candy. 

b: In making fine wine, the cellar- 
master merely babysits his/her 
children. With a gentle hand, he/ 
she watches and guides the wine 
while it actually develops itself. 

c: Diatomaceous earth (DE) is a 
diatom or tiny sea-bottom fossil 
that is mined in Montana and Wyo- 
ming. It is structured with many 
nooks and crannies much like an 
English muffin, which makes it a 
perfect filtering agent. It never be- 
comes soluble in wine; it simply 
falls through the wine or is filtered 
out with all the wine’s impurities 
trapped inside. 

Anytime the ‘story’ can be punctuated 
with humor and/or appropriate quota- 
tions, it comes alive in direct propor- 
tion to your ability to personalize and 
humanize the presentation. Often, a 
humorous story that is appropriate to 
the subject is a good way to warm visi- 
tors up to your presentation, and to 
provide a good note on which to con- 
clude your message. 

It is all part of making your tanks and 
barrels sing through your own perso- 
nality. These elements must be part of, 
and tightly woven into, the presentation. 

If not used properly, humor can be as 
deadly as it can be effective. Humor 
must be completely natural and com- 
fortable for everybody, including your- 
self. That means it must be harmless 
and easily understood. Here are some 
examples of harmless stories and how 
they can be implemented: 

Positioning Humor 
“We are located on a slight knoll, 
which allows up to look down upon 


our competition. Seriously, we are all a 
part of the Sonoma (CA) Appellation, 
but, on this hill, the climate and soil 
composition is such that. . 2” 
Visual Humor 

“Please be very careful with this wine. 
We wouldn’t want you to choke. This 
wine is so fruity, that when you taste it 
you have to push the fruit to one side 
before you swallow.” 


Successful Stories are Practiced 

Each tour guide should be comfort- 
able with three presentations. One 
basic story for novices, an intermediate 
level for those fairly well acquainted 
with wines, and a fairly technical pre- 
sentation for serious wine lovers or for 
people in the wine trade. 

The latter two should be accompanied 
by in-depth tastings and appropriate 
handouts. To be effective, each presen- 
tation must consist of a written outline, 
and it must be rehearsed so that key 
words and phrases can be comfortably 
woven into the ‘story’ along with the 
targeted message. 

A live presentation with an audience 
of fellow tour guides and supportive 
friends should be conducted and taped 
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(either video or audio, whichever is less 
intimidating) each year at about this time. 

Your group can constructively critique 
the tour in such important areas as: ac- 
complishing the winery’s goals (quality 
and uniqueness messages, etc.), cover- 
ing salient informational points, organi- 
zation, delivery, use of emphasis, humor, 
holding attention, handling questions, 
orchestrating tastings, etc. 

When a tour guide is well-versed in 
the subject, and when the ‘story’ is 
well-constructed and presented in a 
professional manner and in a comfort- 
able style, the credibility factor soars. 
As soon as a tour guide has established 
credibility, it automatically follows for 
the winery and its wines. Match the 
above with enthusiasm and your winery 
has an unbeatable combination. 


Here is a concluding message to offer 

visitors—a toast for the road: 

God in His goodness gave us the 
grape 

To please everyone, large and small 

Little fools drink too much 

Big fools not at all. 

No fools, O Lord are we 

Who drink your nectar moderately. 


Ci ON FILTRATION? 


A unique cross flow 
microfiltration system 
with a self-cleaning 
gas backwash. 


In wineries, our system: 


Substantially reduces ex- 
penditures on disposables: 
@ Diatomaceous Earth 

e Filter Pads 

@ Cartridges 

@ Membranes 


Does not alter taste or color 


System capable of producing 
bottle ready wine 


Provides automatic controls for 
unattended operations 


For more info call: 1-301-561-2902 


Memtec America Corporation 
2033 Greenspring Dr., Timonium, MD 21093 USA 


INCREASE YOUR 
WINE PRODCCTIOWN! 


Increase your wine production ECONOMICALLY by recovering your lees and juices! Wine Filtration Specialists recovery 
service can filter your juice, fermentation and fining lees into PROFITABLE PRODUCTION at your winery! 


We can recover up to 87% of your lees with our mobile, self-contained, micropore filtration units. We can filter from 
200 up to 10,000 gallons per day! Most filtered lees have less than 20 parts per million total suspended solids providing 
you with clear juice or wine for fermentation or aging. And we do this in a food grade, sterilized containment system. 


No longer will you loose your fine varietal vintages or juices at the bottom of your tanks! We're here to help you 
produce more and finer wines. Call or write for our descriptive color brochure and consultation. 


You pay only for the juice or wine recovered and accepted by your wine maker! 


II WINE FILTRATION SPECIALISTS, INC. 
WINE REGOVERYV SERV GES 


Formerly Pressure Filtration Specialists. We just changed our name. Same company, same great service! 


PO Box 1040 « Calistoga, California 94515-6040 © (707) 942-4431 ¢ FAX: 942-4313 
Serving the fine wineries of Napa and Sonoma Valleys 
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What’s Available in 


Plate/Frame Filters 
and Lees Filter Presses? 


APV Rosista Inc. 

The APV Carlson Ltd., England, man- 
ufactures filter presses in sizes from 20, 
40, 60, 100, to 150 cm. Plates and frames 
are available in stainless steel, lacquered, 
aluminum alloy, or molded plastic with 
external eyelets. 

Closure types include manual-spindle, 
hand-hydraulic, electro-mechanical 
and fully automatic. A change-over 
plate is available for double filtration. 
Contact: 

APV Rosista Inc. 


981 Route 22, Suite 2000 

Bridgewater, NJ 08007 

Phone: 201/231-0470, Fax: 201/231-0444 
9741 Canoga Ave. 

Chatsworth, CA 91311 

Phone: 818/341-7765, Fax: 818/700-0263 


The Compleat Winemaker 

The American-made Simpson/TCW 
lees/DE filter, which is modular in de- 
sign, is now available. The smallest fil- 


ter has 5 plates providing a capacity of 
1 cubic foot of wet solids and 16.2 sq. ft. 
of filtration surface. The filtrate can be 
discharged from either the top or the 
bottom of the filter plates through a 
stainless steel manifold. 

The modular construction has side 
rails that can be exchanged for longer 
rails, the discharge header can be ex- 
tended, and plates can be added in in- 
crements of 5 at a time. 

Contact: 

The Compleat Winemaker 

1219 Main Street 

St. Helena, CA 94574 

Phone: 707/963-9681 

PLEASE SEE OUR AD ON PAGE 35 


Criveller Company 

The Omess Spadoni line of plate filters 
and lees filters are available in North 
America from the Criveller Co. All 
models are mobile and of stainless steel, 
including the moveable plates, head 
plate, valves, sampling valves, pressure 
gauges, sight glasses and drip tray. 
Plates are available in either stainless 
steel or Noryl. D.E. frames are also 
available. 

The smallest 40x40 cm filter chassis 
holds a maximum of six plates, the long- 
est chassis holds 100 plates. Plate filters 
with 60x60 cm. frames are also avail- 


able. Hydraulic closure is an option. 

The lees filters are manufactured with 
a heavy duty frame, covered in stain- 
less steel. Piping, framing and acces- 
sories are also stainless steel. 50x50 
cm. stainless steel plates are standard, 
as well as hydraulic closure. Less expen- 
sive units come with 50x50 cm. poly- 
propylene plates. Cloths are made of 
polypropylene. 

Combinations of lees and plate filters, 
as well as D.E. filters, are also available. 
Contact: 

Criveller Company 

PO Box 162 

Lewiston, NY 14092 

Phone: 416/357-2930 

PLEASE SEE OUR AD ON PAGE 7 


Industrial Filter & Pump Mfg. Co. 

Industrial offers the Type 199 plate 
and frame lees press. Standard and re- 
cessed plates are polypropylene and 
10% glass-filled. Optional accessories 
include: one, two and three-way cocks, 
sightglasses, single and double gutters, 
pressure gauges, drip pans, cake scrap- 
ers and sludge carts. 

Options include: semi-automatic one- 
man operable plate shifters, an auto- 
mated closing/opening device, an auto- 
matic closing/manual opening device, 
and a manually-operated hydraulic 
closing device. 

Customized filters can be built. Filter 
media and filter aids are also available. 
Contact: 

Industrial Filter & Pump Mfg. Co. 
5900 Ogden Ave. 

Cicero, IL 60650 

Phone: 312/656-7800, Fax: 312/656-7806 
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Enotech Corp. 

The Cristalinox line of filters from 
Friederich Freres of Switzerland are 
available. There are two models, both 
of which have a stainless steel chassis 
and frames with a synthetic plate size 
of 40 sq. cm. 

Valves are stainless steel; sight glasses 
and pressure gauges are included; 
stainless steel drip pan is optional. The 
Junior model can hold from 5 to 19 
plates and the Senior model can ac- 
commodate from 25 to 81 plates. Both 
models can be used for D.E. filtration. 
Contact: 

Enotech Corp. 

PO Box 576 

Palo Alto, CA 94302 

Phone: 415/851-2040, Fax: 415/851-2034 


JWI, Inc. 

An extensive line of filter presses fea- 
turing all stainless steel construction 
with epoxy primer and polyurethane 
paints are available. The hydraulically 
operated filters range in size from 3” to 
1,500 mm and operate from 100 to 225 
psi. 

The smaller sized presses are the 470 
mm, which has 18 sq. in. plates, and 
the 630 mm, with 25 sq. in. plates. The 
filter cakes measure 1%" thick. Larger 
sizes of the filter presses range from 800 
mm with 31 sq. in. plates to 1500 mm 
with 59 sq. in. plates. 

Options include: automatic hydraulic 
closures, semi-automatic plate shifter, 
dual end in-feed, non-gasketed cham- 
ber plates or membrane chambered 
plates or slush plates and frames. JWI 
offers in-house plate manufacturing, 
testing and custom system design. 

JWI has available a bench-top filter 


press for lab testing purposes. The lab 
press duplicates the liquid/solid flow 
path of larger presses by incorporating 
two-sided pressure filtration. 

Cake thickness can be varied by insert- 
ing al”, 1%”, or 1%" 316 stainless steel 
frame. The plate is designed to dupli- 
cate the area-to-volume ratio of the 
typical J-Press. The air activated lab 
press includes a hydraulic pump and 
pressure reservoir. Variables of cake 
solids, cycle time, filtrate quality and 
proper cloth selection are determined 
with a small slurry sample. 

Contact: 

JWI, Inc. 

2155 112th Ave. 

Holland, MI 49424 

Phone: 616/772-9011 

JWI Representative: Jack Larsen 

13404 Dupont Rd. 

Sebastopol, CA 95472 

Phone: 707/874-2938 

PLEASE SEE OUR AD ON PAGE 15 


& 
a 


Na ait an 


Wt My | nn 
= im 


~ ti 


whi, i 


M4 See eeeneen 


SEINE So 


w ¥ 6 > 


KLR Machines, Inc. 

BECO plate and frame sheet filters are 
available in two sizes to accommodate 
40 cm. and 60 cm. filter sheets. Chassis 
construction is solid stainless steel and 
features one centrally located top and 
bottom eyelet for purging of air prior to 
filtration, and for efficient distribution 
of liquids. 

Also standard are these solid stainless 
steel fittings: end plates, drip pan, 
spindle extension, sight glasses, pres- 
sure gauges, inlet/outlet butterfly valves 
and sanitary fittings. Maximum operat- 
ing pressure is 85 psi in both models. 

The range for the maximum number 
of plates for sheet filtration is from 10 to 
300; the range for the number of frames 


- for DE filtration is 5 to 90. Plates can be 


either stainless steel or plastic (Noryl). 

Also available is the BECO KFP Lees 
Filter, which is a combined automatic 
lees and diatomaceous earth filter. The 
BECO filter, when used as a lees filter, 
works with a piston pump. When the 
filter is used as a DE filter, this pump is 
by-passed by using a feed pump anda 
DE dosing unit. Maximum operating 


pressure is 142 psi. When using a stand- 
ard frame, the typical maximum filtra- 
tion cycle is 12 hours, after which clean- 
ing can take place. 

With a membrane frame, every second 
frame is a membrane, the frames fill 
with solids after three hours. Sludge 
frames consist of polypropylene, 2” or 
2%," wide. Membrane frames are 334’ 
and the cake thickness is 114’. The fit- 
through polypropylene cloth is rubber- 
edged. The number of frames used 
ranges from 10 to 60, the number of 
plates range from 9 to 59, depending on 
the model selected. 

The square footage of the filter area 
available ranges from 36 sq. ft. to 136 
sq. ft., the sludge volume ranges from 
12 US gal to 555 gal. The lees capacity 
range is from 53 gal. up to 555 gal. 

BECO filter aids and sheets are avail- 
able from KLR. 

Contact: 

KLR Machines, Inc. 

350 Morris St. Suite E 

Sebastopol, CA 95472 

Phone: 707/823-2883, Fax: 707/823-6954 


PLEASE SEE OUR AD ON PAGE 19 


Process Engineers, Inc. 

The Carlson line of plate and frame 
filters with either stainless steel or epoxy 
painted carbon steel chassis in sizes of 
40 cm., 60 cm. or 100 cm. are available. 
Plates are made of expanded stainless 
steel, compression molded polypropy- 
lene or Noryl. Number of plates ranges 
from 36 to 60 stainless steel and from 28 
to 80 plastic. 

Butterfly valve design is stainless steel. 
Optional features are: sight glasses, pres- 
sure gauges and drip pan. Maximum 
operating pressure is 50 psi. Standard 
features are: sanitary fittings, portability, 
and hydraulic closure. 

P.E.I. also manufactures its own lees/ 
D.E. filter which comes in two models: 
470mm with ten to forty 1842 sq. in. 
plates and 630mm with twenty to forty 
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25 sq. in. plates. Both models can be ex- 
panded. The filters operate at a maxi- 
mum of 225 psi and produce a dispos- 
able cake. The mobile units use food- 
grade polypropylene plates and cloths. 
The filters can be used for wine, juice 
or lees. 

Contact: 

Process Engineers, Inc. 

3329 Baumberg Ave. 

Hayward, CA 94545 

Phone: 415/782-5122 

PLEASE SEE OUR AD ON PAGE 39 


Prospero Equipment Corp. 

Della Toffola, represented by Prospero, 
manufactures all types of filtration equip- 
ment from plate and frame filters to 
rotary drum vacuum filters. 

The plate and frame filters are con- 
structed of 304 stainless steel and 316 
stainless steel is an option. Two sizes of 
filters are available: 40x40 cm. and 
60x60 cm. with up to 100 plates. The 
standard plate is constructed of steam- 
cleanable Noryl (plastic). Stainless steel 
plates are an option. Other options in- 
clude: stainless steel frames with DE 


Phoenix Coatings 
Specializing in: 


Urethane Foam Tank 
Insulation 

Table Grape Cold 
Storage & CA Room 
Insulation 

Winery Roofing, 
Re-roofing & Re-coating 
Wine Tank Energy 
Audits & Specifications 


(209) 675-8122 
17824 Rodeo Dr. 
Madera, Ca. 93638 
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screen for DE filtrations, changeover 
plate for two-stage filtration, and a 
motorized hydraulic closure for the 
60x60 cm. filter. Gauges, valves, and 
tri-clamp fittings are standard. 

The 40x40 cm. Univer filter is a com- 
bination plate and frame, lees and DE 
filter constructed of 304 stainless steel 
and has 20 lees plates with cloths and 
20 pad filtration plates. Stainless steel 
DE frames with screens and an auto- 
matic DE doser are options. The filter 
has gauges, valves, tri-clamp fittings, 
lees pump and automatic electrical 
controls. 


Lees filters are available in sizes rang- 
ing from 50x50 cm. to 120x120 cm. 
with up to 100 plates. The 5050 cm. 
filter is made of stainless steel. Larger 
models have painted soft steel frames. 
Motorized hydraulic closing is an option 
on the 50x50 cm. unit, but is standard 
on larger models. 

Also standard on larger lees filters are: 
automatic shake out of the filter cake, a 
conveyor system for cake removal, 
valves, gauges, lees pump and auto- 
matic electrical controls. 

Custom filtration systems can be de- 
signed and manufactured for specific 
applications upon request. 

Contact: 

Prospero Equipment Corp. 

134 Marble Ave. 

Pleasantville, NY 10570 

Phone: 914/769-6252, Fax: 914/769-6786 
In California: 

987 Airway Ct. 

Santa Rosa, CA 95406 

Phone: 707/523-2900, Fax: 707/523-0419 
In Northwest U.S.: 

Steve Scholz & Associates 

31960 Charbonneau Dr., Ste. 105 
Wilsonville, OR 97070 

Phone: 503/694-5252, Fax: 503/694-5056 
PLEASE SEE OUR AD ON PAGE 2 


Your customers will get more 


from your wine if 
you take more out of it. 


diatomite filteraid. 


sparkling clarity. 


Inorganic Specialties. 


1002224036: 
Or call 212-605-3644. 


That's why you should take a close look at Kenite* 


In every step of wine production, from crushing and pres- 
sing to fermentation to storing, aging and finishing, Kenite 
eliminates unwanted particles and residue, giving wines 


In addition, our technical experts have shown customers 
how a change in equipment or procedures will dramatically 
improve flow rates and clarity, while cutting filteraid costs. 

And you can count on fast, reliable delivery from our two 
plants in Grant County, Washington. 


To learn more, write: Inorganic Specialties Division, 
Witco Corporation, 520 Madison Avenue, New York, NY 


Witco 
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R.L.S. Equipment Co., Inc. 

Three Strassburger stainless steel 
models of plate and frame filters are 
available: the SF 200 which uses 20 cm. 
plates, the SF 400 with 40 cm. plates, 
and the SF 600 with 60 cm. plates. The 
plate capacity is from 5-31, from 11 to 
101 and from 30 to 300 respectively. 

Plate construction is either stainless 
steel or Noryl. Maximum operating 
pressure is 60 psi. All models have 
these standard features: external port- 
ing, stainless steel or Noryl valves, stain- 
less steel drip pan, sight glasses, pres- 
sure gauges, manual closure. Hydraulic 
closing and stationary position are 
options. 

The lees and D.E. filters available from 
R.L.S. are the Strassburger KFP 470 
and KFP 630, Padovan ‘Ecopress’ and 
Comes ‘Monopress’. 


supplys 


TONNELLERIE VICARD S.A. 


Air-Dried French Oak of Finest Quality 


228L Barrels, 300-350L Barrels, 450-500L Puncheons 
Upright Tanks, Oval and Round Tanks 


PO. Box 2322, Napa, CA 94558—(707) 257-3582 
184 Rue Haute de Crouin, 16102 Cognac, France—Tel. 45.82.02.58 
TELEX in France 572093 USA BOUCH 


Strassburger units have solid stainless 
steel heads and optional stainless steel 
chassis and come with plate sizes of 
either 40 cm. or 60 cm. respectively. 
The plate capacity is from 10 to 40 on 
the KFP 470 and 10-60 on the KFP 630. 

Strassburger filters have plates con- 
structed of either stainless steel or poly- 
propylene and the capacity is from 
2,500 to 30,000 liters/hour. Both models 
operate at a maximum of 150 psi, have 
stainless steel valves, are ported exter- 
nally, are portable, with manual closure 
and include sight glasses, pressure 
gauges, and stainless steel drip pan. 

The Padovan ‘Ecopress’ and Comes 
‘Monopress' filters are available in sizes 
ranging from 40 cm. plates to 150 cm. 
plates with multiple-size chassis. The 
filters are standard with stainless steel- 
clad heads and polypropylene plates. 
The units can also be equipped with 
mechanized plate displacement, cloth- 
hanging device for cake discharge, con- 
veyor discharge, and an optic barrier 
safety system. 

Contact: 

R.L.S. Equipment Co., Inc. 
PO Box 282 

Egg Harbor City, N.J. 08215 
Phone: 609/965-0074 


Schenk Filter Systems 

The Kapitan Niro and the Admiral 
Niro 600 lines of stainless steel filter 
presses are available. Both have 400x400 
mm. filter plates, sight glasses, gauges, 
and drip pan. Plates are available in 
stainless steel or synthetic. Units can be 
stationary or mobile and can be used 
for double filtration. The range of models 
can accomodate from 5 to 120 plates. 

The larger Niro 600 has a sheet size of 
600x600 mm. and with the same fea- 
tures as other Niro models. The number 
of plates range from 50 to 300 and the 
operating pressure is from 6 to 8 bar. 
Semi or fully automatic hydraulics are 
available. A diversion plate for double 
filtration can be ordered. 

Schenk also maufactures three differ- 
ent capacity models of yeast/sludge 
filters with frame sizes of 470 sq. mm., 
630 sq. mm. and 800 sq. mm. and with 
a cake thickness of 25 or 30 mm. A por- 
table dosing station ADD-L 120 is of- 
fered to be used in conjunction with 
filters. 

Contact: 

Schenk Filter Systems 
414 Ridgeview Ct. 
Arnold, MD 21012 
Phone: 301/647-4948 


Vintners Pia eo 


Brokers of Premium Grape and Wine Products 


Specializing in Interwinery Negotiations: 


@ Premium varietal bulk 
wines from California's 
quality appellations 


® Grape contracts 


@ Custom crush and 
processing contracts 


@ Product valuation and 
current market analysis 


@ Additional product line 
servicing of blenders, 
hi-proof, distilling material, 
concentrates and brandy 


Patricia A. Schweizer 


One Gate Six Road 
Building B Sausalito, CA 94965 


415 332 8080 
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Scott Laboratories, Inc. 

A full line of plate and frame filters 
and lees filters from Velo SpA are avail- 
able. Plate and frame filters are sup- 
plied in three sizes (40x40, 60x60 and 
100x100). Common features on all sizes 
include: sanitary fittings, sanitary dia- 
phragm type gauges, stainless steel end 
plates and contact parts. All models in- 
clude vertical manifolding on the chas- 
sis and horizontal manifolding external 
to the filter sheet. 

The 40x40 filter comes standard with 
sanitary in-line sightglasses at entry 
and exit. The standard closure to the 
40x40 model is manual with hydraulics 
as an option. On the 60x60 manual 
hydraulic is standard. 

All sizes of filters can be supplied with 
sludge frames for D.E. filtrations. Dosers 
and crossover plates for two stage filtra- 
tions are available. 

Lees filtration equipment is available 
in sizes 40x40, 50x50, 63x63, 80x80, 
100x100 and 150x150. All are designed 
for working pressure of 12 atmospheres. 
The 40x40 filter includes stainless steel 
chassis as standard. All other chassis 
come with heavy duty painted steel 
construction. 

Standard features on all units include: 
Manzini piston pump, easy cleanout 
pressure dome, and hydraulic closure 
(manual or automatic). Complete instal- 
lations including precoat and slurry 
tanks, supplementary pumps and auto- 
mated discharge can also be provided. 

In the 40x40 size, a dual purpose Velo 
F/V filter is available. This has the sani- 

tary wine filtration features of the 40x40 
plate filter with the lees filtration abili- 
ties of the 40x40 lees filter. 
Contact: 
Scott Laboratories 
2220 Pine View Way 
PO Box 750249 
Petaluma, CA 94975-0249 
Phone: 707/765-6666, Fax: 707/765-6674 
PLEASE SEE OUR AD ON PAGE 3 
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SEN Machines, Inc. 

Five models of Orion plate and frame 
filters are offered, which come in plate 
sizes from 20cm” to 1.5m? The stainless 
steel chassis construction is standard, 
plates can be of stainless steel or Noryl 
plastic. 

Plate capacity is 13 to 100 for the 40 sq. 
cm. filter sheet unit and 60 to 300 for 
the 60 sq. cm. sheet unit. Operating 
pressure can be up to 118 psi for either 
D.E. or sheet filtration. An optional 
cross-over plate can be supplied to 
enable filtration with D.E. to filter sheets 
or double filtration. 


The valve design is sanitary, stainless 
steel and butterfly or ball. Sight glasses 
and pressure gauges are included. Op- 
tional drip pan is stainless steel. Also 
optional are manual or hydraulic clos- 
ing and portability. 

A more economical Zenit model filter 
provides from 3 to 6 bar working pres- 
sure and is constructed with a lighter 
chassis. Flow rates and filtration results 
and most other features are similar to 
the Orion models. 

SEN also offers a complete line of lees 
filter presses in sizes from 470mm? up 
to 2m? and for operating pressures of 
up to 225 psi. The chassis are manufac- 
tured of welded steel with chemical 
resistant coatings. 

The filter plates and cloths are poly- 
propylene. These options are also avail- 
able: moveable chassis, air diaphragm, 
eccentric worm or stainless steel piston 
pump, manual or hydraulic closing and 
automatic plate shifting. 

Contact: 

SEN Machines, Inc. 

1350 Industrial Ave. Suite G 

Petaluma, CA 94952 

Phone: 707/763-4844, Fax: 707/763-6997 
PLEASE SEE OUR AD ON PAGE 12 


Pump Systems With A Difference 


Difference: We put as 
much thought and pride into 
our pumps as the winemaker 
puts into the wine. 


Versatility: Complete line 
of centrifugal, flexible impeller, 
positive displacement, and 
double diaphragm pump 
heads. 


Reliability: All motors are 
totally enclosed fan-cooled 
with 115% service capability. 


Portability: Polished tubu- 


lar s/s carts with four polypropylene-hubbed pneumatic tires. All systems 


mounted for optimum balance. 


Controlability: Electro-mechanical, D.C. and A.C. variable-speed con- 
trols enclosed in fiberglass or s/s with watertight control devices. All con- 
trols can accept remote signals for operation. 


Carlsen & Associates 
272 Airport Blvd., Santa Rosa, CA 95403 707/576-0632 
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CAN WORDS MAKE A DIFFERENCE? 


They do when you call WORD OF MOUTH, INC. 


(707) 431-813] 
507 Jachetta Court « Healdsburg, CA 95448 


The words that tasting room personnel use in their 
presentations have profound meaning in terms of 
sales at the winery and brand awareness in the store 
or restaurant. 


e We have training words to increase 
selling skills. 

e We have wine production and information 
words that will give your winery its 
place in the California sun. 

e We have picture words for sure-sell wine 
descriptors. 


OUR WORD IS YOUR ADVANTAGE 


GUIN MOREAU — 


_ Tonnellerie 


-SEGUIN MOREAU, USA 
Cooperage . 
2180 Jefferson Street, 2nd Floor - Napa, CA 94559 — 


WM Tel : (707) 252-3408 Telex : 330153 Fax : (707) 252-0319 | 
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ESTATE BOTTLING 
Portable Wine Bottling At Your Winery 
Owner Operated—Quality Service—Sterile Bottling 
2-label Capacity—1500 cs/day—Generator on truck 
Contact: PO Box 338, Rutherford, CA 94573 
707/963-5705 


Dictionary for Winemakers and Viticulturists 
English to French, French to English, 600 items, 
$5.00 plus 6% tax for California orders. 
Order on PW&V Bookshelf envelope. 


Mobile Bottling at Your Winery 
Guaranteed Sterile Bottling. Front and back label 
capability. The only mobile service filling 187ml bottles. 
Quality, professional handling of your wines. For additional 
information, call owner/operator Don Hudson, Chateau Bottlers 

707/963-2323, PO Box 368, Oakville, CA 94562. 


IN STOCK: STRASSBURGER Filter Pads. Cork, 4 Grades, 3 Sizes 
(printing). PVC, T/L, Champagne capsules, many colors. Willmes 
Presses, Mixers, Pumps, Ball Valves, Membrane Cartridges, Hose. 

R.L.S. Equipment Co., Inc. 
PO Box 282, Egg Harbor, NJ 08215 — 609/965-0074 


Texas Vineyard for Sale: 107 acre-Qurra Blanc Creek 
Canyon, Texas; 20 acres of Sauvignon Blanc, Cabernet 
Sauvignon, Semillon, and Cabernet Franc planted 1985/86. 
Drip irrigation, two wells, small house, 
barns and equipment—$500,000. 
ee Contact: Dorothy Cazzell, 806/352-5708 or 806/499-3795. 
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Rubber and Plastic Wine Hose 
Washdown and Steam Hose ,’ 
Exclusively Carrying a Special 1” Rubber Wine Hose 
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SANI FIT SANITARY FITTINGS 
REOTEMP WINE TANK TEMPERATURE CONTROLS 
HYDRAULIC AND PNEUMATIC COMPONENTS 


The Santa Rosa Bearing Group 


Santa Rosa Napa Bearing & 
Hydraulics Industrial Supply Co. 
520 Barham Ave. 926 Kaiser Rd. 
Santa Rosa, CA 95402 Napa, CA 94558 
(707) 544-5600 (7O7) 252-7333 


Ukiah Bearing & Lakeport Bearing 
Gear Co. Industrial Supply 

1968 N. State St. 96 Soda Bay Rd. 

Ukiah, CA 94582 Lakeport, CA 95453 


(707) 468-0291 (707) 263-9503 
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VALVES 


The Compleat Winemaker . 35 
Key Industrial Associates ... 35 
Process Engineers, Inc...... 39 


VINEYARD EQUIPMENT 
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The advertisers in this issue are listed above with their equipment and product offerings provided for your convenience. When requesting information 
from these advertisers, refer to their advertisment in this issue of PRACTICAL WINERY & VINEYARD. 
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PRACTICAL WINERY & VINEYARD 


FLOW METERS* STANKCAMIE AMON 


Specializing in Precision Flow 
Meters for industry. Meters 
for wine, water, wastewater, 
and most other fluids. 
=D Meters: 


Puagnetice Meters: 


Batching Systems 
Blending Systems 


Calibrate your own Tanks 

Rent our super accurate Liquid Controls Meter to 
calibrate your own tanks. Accuracies to 0.1% 
obtainable with special calibration. Available for 


rental by the week or longer 


John F. Coyle Co. 


PO Box 4157, Burlingame, CA 94011 


(415) 692-6353 


Suppliers advertising in PW&V 
demonstrate a commitment to 
the grape and wine industry. 
They deserve your consideration 
SU purchasing supplies. 


Engineering 


Winery Water & Wastewater Planning, 

Design & Construction Management Services 

Engineering specialties include wastewater recycling and system expansions. 
Over 30 years experience in the design of water, wastewater, wastewater solids 
and utilities systems. Domestic and overseas experience with wineries producing 
table wines and sparkling wines with production capacities from 5,000 to 
2,000,000 cases. 


Excellent in-house database on process water use of all sizes of wineries. Obtain 
your utility design services from someone who knows the wine industry. 


Storm Engineering 


15 Main Street — PO Box 681, Winters, CA 95694 
916/795-3506 


Australian Wine Publications available in USA 


from the Australian Society of Viticulture & Oenology: 

Proceedings of 1986 Australian Wine Industry Conference, 280pp-$32 

Seminars on Chardonnay and Pinot Noir, 1987, 110pp-$19 

Chemicals in the Vineyard, 1985, 111pp-$17.50 

Fermentation Technology, 1982, 94pp-$11 

Grape Quality: Assessment from Vineyard to Juice, 1981, 77pp-$11 

Grapevine Improvement, 1986, 124pp-$17.50 

Irrigation, Salinity and Grape Quality, 1984, 83pp-$14 

Malolactic Fermentation, 1984, 143pp-$14 

Physical Stability of Wine, 1985, 130pp-$14 

Sparkling Wine Production by Méthode Champenoise, 1985, 168pp-$14 

Vine Nutrition, 1987, 116pp-$19 
To Order: Add 6% sales tax and $3.00 handling per order. Checks or money 
orders should be made payable to: Practical Winery & Vineyard and sent to PWV 
Bookshelf, 15 Grande Paseo, San Rafael, CA 94903. 


e P & ID and Process Flow Diagrams 


ERIC 
re <y 


The American Wine Society 1s a national, non-profit organization devoted to 
educating its members and the general public about all aspects of wine- 
production, use and appreciation The Society 1s independent and has no 
commercial affiliation 

Membership ts open to any interested person, wine enthusiast, professionalin 
the wine business. amateur winemaker — anyone who wants to learm more 
about wine 

Annual (calendar year) dues are $2400 per individual or couple which includes the 
Society's quarterly Journal Special Bulletins and much more 


For free brochure write to: AMERICAN WINE SOCIETY, INC. 
Dept. PW, 3006 Latta Road, Rochester, N.Y. 14612 
(716) 225-7613 


Instrumentation/Control Systems Engineering 


A consulting/engineering firm with over 20 years experience in all aspects of In- 
strumentation and Control Systems offering: 


Process Control and Plant Automation 
e Pneumatic/Electronic Instruments e Computer-based Monitoring/Control 
e Programmable Controllers e Environmental Monitoring 


Engineering Services 
e Panel Design 
¢ Logic, Loop, and Ladder Drawings e |nstallation, Start-up/Training 
e Instrument Installation Details e Computer-aided (AUTOCAD)/Drafting 
e Equipment Specif./Procurement e Computer Procurement and Set-up 
We also offer EVEREX personal computer systems 
Richard W. Onstenk, Inc. 


PO Box 6572, Napa, CA 94581 
707/255-6842 


Cooperage 


Premium Quality Wine Barrels 
French Oak and American Oak 
Independent Stave is a third-generation cooperage. Total commitment to our cus- 
tomers’ satisfaction has made us the largest barrel producer in the world. 
© We offer: 
e French oak and American oak of the finest quality. 
e Shaping and toasting over an open oak wood fire. 
e Selection of grain coarseness and toast levels. 
e 200 and 225 liter barrel capacity. 
Look for our new wine barrel store/service center at: 
4391 Broadway Drive and Hwy 29, Napa Junction, CA 
Check our cooperage rates and find out how much money you can save! 
Let Independent Stave fill your French oak and American oak wine barrel needs. 
Independent Stave Company 
1078 S. Jefferson, PO Box 104, Lebanon, MO 65536 © 417/588-4151 


WINE BOTTLES BOUGHT & SOLD 
GLASS STERILIZATION 
NEW CARTONS & DIVIDERS 


ENCORE! 
(415) 234-5670 


860 So. 19th Street, Richmond, CA 94804 
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Winery Software 
Winery Production Management System 


Eleven years experience computerizing bulk wine record-keeping on personal computers has 
made us a leader in the field. Our system uses MS/DOS and requires a hard disk. The system 
includes the following functions: 
¢ Easily providing a complete trace for a wine-lot back to weight tags. 

(Great for a BATF audit.) 
¢ Supplying the cellar with information to manage the bulk wine inventory. 
e Providing management with bulk wine summary and cost reports. 
e Easily producing the monthly BATF-#702 form with an audit listing of all entrances and exits 

to the bulk wine system. 
Our commitment is to provide the smaller winery the best in affordable computerized bulk 
wine management and to support our clients in the implementation and continued use of this 
system. 

Data Consulting Associates 
18000 Coleman Valley Road, Occidental, CA 95465 
707/874-3067 


Certified Grapevines 


Premium Quality Vinifera and Hybrids 


Protect your vineyard investment by planting your vineyards with premium quality 
virus-tested certified grapevines and rooted cuttings from Schloss Tucker-Ellis. 
We offer a complete selection of benchgrafted vinifera grapevines propagated 
from premium clonal selections which have demonstrated superior performance 
in our winery and vineyards. In addition, our vines are propagated only from 
virus-tested rootstock and scionwood cuttings. Rootstocks include Oppenheim 
$04, Kober 5BB, Couderc 3309, Richter 110, Riperia gloire and any 
other requested rootstock. 
We also provide a large selection of French Hybrids and table grapes. We can 
ship vines throughout the United States, and will custom-graft any variety. 
Hubert Tucker 
Schloss Tucker-Ellis Vineyards 
RD 1, Box 340, Waterford, VA 22190 
703/882-3375 (Nursery) 703/882-3624 (Winery) 


Cooperage 


Barrel Shaving and Retoasting, 
Tank Assembly, Cooperage Repair 


Over 14 years experience has given us the reputation for the finest barrel shaving. 
Barrel Builder's router-cut method removes spent oak and tartrates to expose a 
clean, fresh surface. We can retoast the barrels over an oak fire and our mobile 
equipment allows us to easily set up at your winery. It makes good economic sense 
to add extra life to your existing cooperage. Call us to find out how reasonable our 
rates are. Broken staves or leaking cooperage? We provide expert repairs with the 
proper woods. Representatives in the finest quality French & American Oak wine 
barrels. 


Your complete full service cooperage! 
Barrel Builders, Inc. 
1085 Lodi Lane, St. Helena, CA 94574 


1-800/365-8231 FAX: 707/963-7553 707/963-7914 


WYATT 


IRRIGATION SUPPLY INC. | SUPPLY INC. 


Sprinkler Systems 

Drip Irrigation 

Green House Sprinklers 
Drainage Systems 
Filter Devices 


AGRICULTURAL 
DESIGN - SALES + SERVICE 
707/578-3747 


468 Yolanda Ave., #15 « Santa Rosa, CA 95404 
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stop to wicking and requires no 
pretreatment. Easy to place 
and remove, the Boswell bung 
provides extra protection for 
your valuable barrels. The 
Boswell bung. Cost efficient. 
Pure and simple. 


Replacing your wooden 
bungs this year? Fabricated 
from high grade silicone. 
the Boswell bung easily 
outperforms its fir and 
redwood ancestors. 

The Boswell bung puts a 


For more information contact The Boswell Company 
36 Crane Drive, San Anselmo, CA 94960 
415 - 457-3955 


ESR 


Electrical Engineering 


Complete electrical design services for new and exisiting winery facilities. Prepa- 
ration of drawings and specifications for the following areas: 


— Main Service Design — Tank Lighting and Valve Control 
—Computer Grade Power Supplies — Refrigeration Power and Control 
— Motor and Pump Control — Bottling Line Control 
— High and Low Voltage Distribution Systems 
— Heating, Ventilation, and Air Conditioning Power and Control 
— Micro-processor Control of Crushing, Pressing, and Tank Refrigeration 
Operation 

— Well and Waste Water Pumping Systems 
— Office and Warehouse Lighting and Power Distribution 

Oneto & Arthur Engineering, Inc. 


922 N. Center Street — P.O. Box 967, Stockton, CA 95201 
209/464-4775 


VILTER OWNERS 


Order your compressor parts from PRP and you'll 
save. Plus you'll receive 12/18 month guaranteed 
top quality PRP manufactured parts. 


Call 415-887-4105 
Overnight delivery available 


POWER REFRIGERATION 
PARTS CO. 


3466 Arden Road, Hayward, CA 94545 


on't Share You arvest, 


" rotectit with BIRDNET 


¢ AND REUSABLE 


Green Valley Farm 


9345 ROSS STATION RD * SEBASTOPOL, CA « (707) 887-7496 
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Guerrilla Marketing 


Creating a 
User-Friendly 
Marketing Plan 


Jay Conrad Levinson 

Marketing without the benefit of a 
clear plan is like stringing beads with- 
out tying a knot at the end of the string: 
nothing will hold together. 

Almost as bad is a marketing plan that 
is so complex it requires a handful of 
Excedrin to read through it. The idea is 
to begin with a brief, understandable 
plan; you can expand it later. 

Here are seven sentences a winery 
might use to steadily increase sales 
each year: 

1. Tell the purpose of your marketing: 
“The purpose of Chateau California’s 
marketing is to build an increasing base 
of repeat customers.” 

2. Tell how your purpose will be 
achieved, focusing upon the benefits of 
your offering: “This will be achieved by 
stressing the long heritage of producing 
fine wines at Chateau California.” 


Now...Hear Rare Interviews with Top Winemakers. 


1. Joe Heitz- Heitz Wine Cellars 2. Rick Forman- Forman Vineyards 
3. Warren Winarski- Stags Leap Wine Cellars 4. Tim Mondavi- Opus One 
5. Randy Dunn-Dunn Vineyards 6. Jeffrey Patterson, Mt. Eden Vinyd. 


Beneficient 
Oenological 
- Institute - 


PS 
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The Beneficient Oenological Institute, 


a non-profit, historical audio wine 
library announces the release of 27 


3. Identify your target audience: “Our 
target audience is wine-conscious con- 
sumers who consider price to be of se- 
condary consideration.” 

4. List your marketing vehicles: “Mar- 
keting vehicles to be employed will in- 
clude newspaper ads run weekly in 
three papers, a window display for se- 
lected outlets, numerous signs for inside 
and outside outlets, quarterly free wine 
seminars at top hotels in our ten most 
important markets, tent cards for bars, 
mini-bars and restaurants, quarterly 
public relations campaigns for news- 
papers and wine magazines, FM radio 
advertising during peak selling times, 
postcard mailings every two months to 
people who visit the winery, brochures, 
quarterly full-page magazine ads in ten 
regional editions of three magazines, 
tie-ins with major parties in our ten 
most important markets, offering co-op 
funds to retailers, free posters, and the 
use of our marketing theme on hang- 
tags, signs, labels, back labels, boxes, 
ads and brochures.” 

5. Describe your niche in the market: 
“Chateau California’s niche will be 
one that stands for a premium wine at 
slightly less than a premium price.” 

6. State your identity: “Our identity 
will be portrayed as warm, blessed 
with a quality tradition, friendly, and 
non-snobbish.” 

7. Allocate your marketing budget ex- 
pressed as a per cent of your projected 
gross sales (between 2% and 33%): 


“10% of projected gross sales will be 
devoted to marketing.” 

Marketing plans such as this one 
should guide the efforts of a winery 
for a period of from one to ten or more 
years. Many great marketing plans are 
even older. Think of durability when 
creating your own plan. And think like 
a guerrilla. 

Be sure to involve your employees in 
the plan—either at the outset, at the 
end, or both. It is crucial that they know 
your goals and your identity so that 
they can follow your lead. 

Some of the most sophisticated mar- 
keting companies on planet Earth em- 
ploy such user-friendly plans. They are 
careful to be sure that all their market- 
ing materials live up to the plan and are 
quick to dismiss any that do not. They 
develop a theme, then live with it, 
knowing it gets stronger each year. 

To be sure, many of these companies 
have pages and pages of documentation 
for their plans, but the basic marketing 
plan is rarely longer than seven sen- 
tences. That way, everyone is crystal 
clear on what Chateau California wines 
stand for—salespeople, retailers, and 
consumers. I hope the same is true for 
your wines. a 


(Jay Conrad Levinson is the author of 
“Guerrilla Marketing”’, ‘‘Guerrilla Mar- 
keting Attack”’, and publishes ‘‘The Guer- 
rilla Marketing Newsletter.’’ Call toll-free 
800-621-0851, Ext. 140.) 


7. Charles Wagner-Caymus 8. Paul Draper-Ridge Vineyards, Inc. 

9. Randall Grahm-Bonny Doon 10. Andre Tchelistcheff 11. Josh Jensen- Calera 
12. Eleanor McCrea/Mike Chelini-Stony Hill 13. David Graves-Saintsbury 

14. Joel Peterson-Ravenswood 15. Bill Bonetti-Sonoma-Cutrer 

16. Tom May - Martha's Vineyard 17. Dan Duckhorn- Duckhorn Vineyards 

18. Stan & Carol Anderson-S. Anderson Winery 19. Bob Sessions - Hanzell 

20. Dawnine Dyer-Domaine Chandon 21. David Bruce- David Bruce Winery 

22. Merry Edwards- Merry Vintners 23. Cecil De Loach-De Loach Vineyards 


audio cassettes. The cassettes average 
over one hour each (55 to 90 minutes) 
and tell in an extraordinarily frank 
manner, the techniques, successes and 
failures of key leaders in the wine revo- 
lution of the past twenty five years. 
These are “raw” oral interviews made 
during the past year for our archives. 


24. Joe Swan- Joseph Swan Vineyards 25. Sandy Belcher-Long Vineyards 

... and two special projects from BOI: : 
26. In Search of Martin Ray - Friend and Foe € 
27. Robert Finigan- “Criteria For a Wine Critic” 
Order by number @ $9 per cassette. (6 minimum) plus shipping $3.85. California residents 
add sales tax. Please mail to: 


BOI Dept. P P.O.Box 620251 Woodside, CA 94062 © (415) 364-2596 
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Glycol, ammonia, freon etc. 
we'll give you the cold facts. 


When it comes to keeping cool there are many options and the correct 
choice could save you up to 40% in operating costs each year. 


Most companies involved in wine refrigeration sell a glycol system. That's 
all. You shouldn't expect them to present an unbiased view of the alterna- 
tives with which they cannot serve you. 


PRC custom designs every type of system, from the smallest chiller to the 
largest computer aided direct refrigerant tank farm—and everything else in 
between. 


We will help you compare the alternatives, then you make the choice that’s 
right for you. Get the collective engineering staff experience of over 150 
years and the support of the company that helped to shape California's 
wine making industry for over 30 years. 


Call Mark Curtis or Ken Solberg for an appointment to talk about your 
special project. 


INDUSTRIAL REFRIGERATION 
CONSULTING ENGINEERS 
EQUIPMENT —FULL SYSTEMS FABRICATION — MAINTENANCE 
24 HOUR SERVICE NETWORK 


POWER REFRIGERATION CO. - 3466 ARDEN ROAD, HAYWARD, CA 94545 » 415/887-4105 


THE COLD PROFESSIONALS 
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More than 150 California wineries now rely on 
IRAPP custom designed refrigeration equipment 
for chilling their wines. The cold fact is that 
IRAPP produces the chiller of choice for some 
of the finest wineries in the world. 


Over the last dozen years, IRAPP has established 
a reputation for innovation. From stainless steel 
coils for non-jacketed tanks to sophisticated 
electronic systems for controlling wine temper- 
ature and equipment sequencing, IRAPP is the 
leader in developing new technology. 


With more hands-on experience in engineering, 
design, fabrication and installation of winery 
refrigeration equipment than anyone else, IRAPP 
is providing the industry with solutions for its 
chilling problems. 


INDUSTRIAL REFRIGERATION & 
PROCESS PIPING . INC. 


1411 Grove Street ¢« P.O. Box 129 « Healdsburg, California 95448 ¢ (707) 433-9471 


